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Advertising In 
South Africa 


' . ’ 
Growing Fast 
Sia,-—-With your 

“Mainly Personal” note on 
January 26 about Mr. K. G. Bigg 
it 18 amazing to me iat anyone 
who has spent three y 
agency in one town 1 South 
Africa should consider himself 
qualified to postulate on the op 
portunities offering in South 
African advertising 


As a 


reference to 


ears in one 


start, to compare the 
British advertising set-up with 
that existing in South Africa is 
like comparing Gulliver with a 
Lilliputian. To proceed and say 
that there are more opportunities 
offering in British advertising than 
in South Africa is Stating the 
obvious. Yet even the Lilliputians 
had opportunities for doing big 
things—remember they rendered 
Gulliver impotent, and they did 


it while that colossus was 
slumbering 
Advertising in South Africa 


may be Lilliputian to-day, but it 
is growing growing so fast that 


many, both agencies and per 
sonnel, are being left beside the 
way 

More and more wide-awake 


British and American advertising 
agencies are opening branches 
here More and more of them 
are looking for skilled men with 
South African experience to staff 
them, men who have had a 
thorough all round experience in 
every branch of South Atmean 
advertising practice, who know 
the conditions and the country 
or experts from oversea who are 
able to adapt themselves to our 
somewhat extraordinary condi 
hions. 
South business is eX 
and South 
are keeping 


African 
panding rapidly 
African agencies 
pace Yet we, ourselves, are only 
really beginning to realise the 
immense potentialities inherent in 


EDITOR 


the South African market—par 
ticularly the native market with 
its, as yet, untapped millions of 
prospects 

To decry, therefore, the oppor 
tunities that advertising offers in 
south Africa is willingly to blind 
oneself to the facts 

W. E. MACINTYRE 

232 Water Road, Walmer, 
Port Elizabeth, South Africa 

(All Mr 
said 


flers greater 


Bige was quoted as 
was that London 
opportunities to the 

man than Sé« 
7 did nol say 
i might p 


havine 
ambitious ad uth 
though 
been 
hat advertising in South 
Africa lacked the o 
stressed by Mr 
Editor.) 


Market Research 
Society Request 


A 

Sie The Market Research 
Society now receives a continual 
stream of inquiries about market 
and the Council are 
anxious to equip the Society as 
well as possible to provide such 
information as is wanted 

From this point of view the 
Society would be glad to have a 
more complete list of the con 
cerns which offer the services of 


ssibly have 


portunities 
Macintyre 


research, 


market research consultants or 
operators. 
1 am, therefore, writing to 


invite those market research prac 
titioners who are not already 
known to the Society to be good 
enough to supply me with names 
and addresses and any other par 
ticulars which they feel would be 
useful 


A. P. McANALLY 
Secretary-Treasurer, The 
Market Research Society 


25 Savile Row, W.1 


Free Drawings For 
Exhibition Stands 


Sip Exhibition contractors 
are faced once more with the 
dilemma of producing free draw- 
ings and sketches for would-be 
exhibitors at our major exhibi- 
tions 

1 have in mind the rather glib 
statement made to me by the 


publicity representative of a well 
known organisation: “Hurry up 
and get your sketch in alongside 
the other nineteen.” This organ- 
isation, which is representative of 
most exhibitors to-day, expects 
and demands exhibition designers 
to submit their sketches without 
any payment whatsoever 

Some exhibitors have organ- 
ised their policy to such a fine art, 
that they send out duplicated 
letters to all the designers and 
contractors giving them the size 
of the stand and the approximate 
smount of material they wish to 
display. That the designer whose 
sketch is not accepted will re- 
ceive a rejection letter which has 
also been produced en masse is 
grimly ironic 

Quite a few of the public rela- 
tion officers who have to handle 
the suggested designs have told 
me that they would prefer to,go 
direct to a designer or contractor 
whom they could trust and rely 
upon to put out a first class 
design, rather than be forced to 
deal with every Tom, Dick and 
Harry. Unfortunately, if exhi 
bition contractors will approach 
them as they say, they have 
created a rod for their own backs 

Our organisation has tried to 
persuade the exhibitor that by 
payment of a nominal charge for 
designs, he will be getting a better 
Stand and a greater measure of 
interest from the contractor's 
viewpoint. Let us not get back 
to the helter-skelter days of pre- 
war. I feel that if exhibition con 
tractors would co-operate to 
maintain a more professional 
standard of practice in this matter, 
we should then be able to demand 
our just rights 

DANIEL BARNETT, F.RS.A 
Studio Torron Ltd., 
69 Dean St, W.1. 


Photographic Society 
Exhibitions 
Annual exhibition of the St 
Bride Photographic Society will 
be held at the St. Bride Institute 
from March 20-25. The Society 


will also stage an exhibition of 
amateur photography at the 
Guildhall Art Gallery from 


March 20- April 1. 
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LI.P.A. Examination 
Results 


Out of 26 candidates who sat 
for the final in the Institute of 
Incorporated Practitioners in Ad- 
vertising e¢Xaminations last 
December, 18 passed. Nineteen 
of the 44 who sat for the inter- 
mediate ¢Xamination were suc- 
cessful. 

Announcing the names of suc- 
ceostul candidates, the examiners 
report: 

“The standard set has been 
higher than in previous years, 
and the Institute is satisfied 
that any student who has 
passed may feel confident that 
he has considerably increased 
his worth both to his employer 
and to the advertising business.” 
Examinations will be held in 

London and Glasgow on Decem- 
ber 12-13 and also in Birming- 
ham, Manchester and Dublin if 
numbers warrant it. 

Successful candidates are: 


FINAL EXAMINATION 


S. T. Barney (E. W. Barney Lt); E. N 
Burleton (Armstrong Warden Lid Cc G 
Corbett (John H * I R 
Dipple (Douglass 4 | I wick 
Masi & Fer i Ww I tens 

u A Lid r. ¢ 

4 Lid G 

j . P. 

F v x ¢ I }. 7 
Jack (the KR. G. I Adver ag Agency 
Markham > Adv Agency 
Ltd_); R.L. Roberts ( Pritcha 1 & Part 

ners Lt Graha F. jat Lied 
R . Lid D. KR. W 
Taylor Tully 4 t Lid ! > Walde 
Larder & Steve I K k. Wharmby 
(>. H. Benson Lt WwW. Wir (The 

London Press Exchange Ltd.) 
INTERMEDIATE 

F. R. Aspinall (Mather & Crowther Ltd 

E. J. Bates 


Browne Advert 


S Canis 
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A. DD. 
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AS A YOUNGS MOTHER | FIND 
Pressure 
g Cooki ug 
the finest of 0 


6 I all methods 


OU’LL be surprised to see how 
quickly your product will make 
friends, and sales, among younger- 
marricds everywhere . . . when it is 


featured in the influential pages of 


features by Elizabeth Craig and its 
Better Babies Bureau by Nurse McKay 
are but two of many telling (and selling) 
articles. And WOMAN’S PLCTORIAL 


never forgets that its readers art 


WOMAN’S PICTORIAL, the AP. 
Weekly with an enviable record of 


not only mothers and home-makers, 
but young and attractive women, who 


editorial excellence. Its Home-lovers’ will buy veur product... 


if she sees it advertised in 


WOMAN’S PICTORIAL 


THE BEST OF THE BETTER-CLASS WEEKLIES FOR SELLING TO MOTHERS! 
AN A-P. PUBLICATION 4d. WEEKLY PAGE RATE £100 


CHAS. E. MANDER. ADVERTISEMENT DIRECTOR. THE AMALGAMATED PRESS LTO. THE FLEETWAY HOUSE, LONDON, ECA 
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ADVERTISER'S WEEKLY 


oman 


MEMBER ABC 


The World’s Greatest Weekly for Women 


th has the largest sale of 
any popular weekly 
magazine in Britain. It is the dominating 
influence in the woman's market today. 
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OPINION 


is read over and 
over again 


Dalton, New Plannin 


Would Like Less 


Outdoor Advertising 


DEMURS WHEN ASKED TO ENDORSE 
“CONTROL NOT REPRESS” PRINCIPLE 


Mr. Hugh Dalton, who has 
succeeded Mr. Lewis Silkin as 
Minister of Town and Country 
Planning, gave an indication of 
his attitude towards outdoor 
advertising when questioned by 
an ADVERTISER'S WEEKLY repre- 
sentative at his first Press con- 
ference yesterday (Wednesday) 

“A lot of outdoor advertising 
is very ugly—I should like to see 
less of it,” he said 

The Parliamentary Secretary, 
Mr. G. S. Lindgren, endorsing 
this view, remarked that it was 
“also dangerous.” “Through re- 
flector lights,” added Mr. Dalton. 

Mr. Dalton was then asked: 
Do you endorse the view of your 
predecessor, that the Control of 
Advertisements Regulations are 
_intended “to control but not to 
repress.” 

“I must have notice of that 
question,” he replied 

In answer to other questions 
Mr. Dalton made these points : 

If representatives of the out- 
door advertising industry wished 
to see him, they would be 
received by him or by the Par- 
liamentary Secretary 

Decisions on the “special area” 
public inquiries at Winchester 
and Pembroke would be given as 


U.S. Ad. Costs Not 
Prohibitive 
Advertising British goods in 
America, if properly and effici- 
ently handled, need cost no more 
than in any other foreign mar- 
ket, says Mr. A: N. C. Varley, 
managing director, Colman, 
Prentis & Varley Lid.. in an 
article titled “Stimulating Sales 
of British Goods in the United 
States” in the current Board of 

Trade Journal. 


soon as could reasonably be ex- 
pected; his policy was to quicken 
and simplify procedure. 

When policy as regards out- 
door advertising in the new towns 
was settled, trade associations 
would be consulted if they wished. 


g Minister, 


“Picture Post” 

Issue of Picture Post 
March 18, with 84 pages, 
biggest for over 10 years 
100 «advertisers take 
amounting to 36} pages 
full colour; revenue, over £48,000, 
is a record. 

10,000 copies are being sent to 
trade buyers at home, 13,000 to 
buyers overseas. 

The issue is being backed by 
intensive sales promotion cam- 
paigns to consumer and retailer; 
advertisers are named in trade 
Press ads. and posters in towns 
feature goods advertised. 


DEATH OF H. 


Mr. H. Cecil Taylor, publicity 
manager, Ford Motor Company 
Ltd, and 
recognised as 
one of the 
outstanding 
men in his 
profession, 
died sud- 
denly yester 


d 
from Vaux- Cecil Taylor 
hall Motors 
the previous December. From 
1925-39 his activities with 
General Motors (Vauxhall 


CECIL TAYLOR 


Motors) were widely known and 
his honorary work included four 
years as chairman of the LS.B.A 
He was a Fellow of the 1.A.M.A., 
and an LS.A.C. member. 

He returned to the active Army 
list at the outbreak of war and 
retired with the rank of major 
after four years’ soldiering in 
France and the Middle East 
With the agreement of his firm he 
volunteered for service in 
Government publicity agd was 
invited to join the Ministry of 
Information, . where he became 
director of the Campaigns and 
Exhibitions Division. He was at 
one time on the publicity and 
propaganda committee of the 
Motor Trade War Executive. 

The funeral will take place at 
South Weald Church, Essex, 
to-morrow (Friday). 


London Cup For 
Lord Mackintosh 


Lord Mackintosh is to receive 
the Publicity Club of London 
Cup for distinguished services to 
advertising, 
it was de- 
cided at 
Monday's 
meeting of 
the Club 

Gc a 
George War- 
den, chair- 
man, said 
that Lord 
M ackintosh, 
as chairman 
of the 
National 
Savings 
Committee, 
had since 
1941 conducted the largest 
Government advertising appro- 
priation, running into millions of 
pounds. He was president of the 
Advertising Association during 
the war years, 1942-6; raised 
large sums for N.A.B.S., of which 
he was president for three years, 
1946-8; and worked ey 
for the Aldwych Club during his 
presidency, 1948-9 

Lord Mackintosh is chairman 
of John Mackintosh & Sons Ltd., 
toffee manufacturers. 


CONFERENCE ON 

1951 CONVENTION 

The president of the Adver- 
tising Association, Sir Miles 
Thomas, and the past presidents. 
met last Thursday to discuss the 


proposal for an International 
Advertising Conference in 1951 


Lord Mackintosh 


Each copy of LONDON OPINION, 


passing from hand to hand, 


spreads its good humour among an ever-widening 
circle of readers —to the benefit of many 

regular advertisers who have discovered 

that happy people spend most. 


LONDON OPINION 
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Glasgow Votes 53-50 For Transport 
Ads., Bars Liquor 


Following a hotly-contested 
debate, Glasgow Corporation 
last Thursday decided to permit 
commercial advertising on the 
city’s tramecars, trolleybuses and 
motor buses and on the Under- 
ground coaches and stations, The 
proposal, supported by the Pro- 
gressive and opposed by Labour 
parties, was carried by 53 votes 
to SO, and represents a break with 
$4 years tradition 

Advertisements will 
appear on the trans 
within the next month or two and 
the fixing of advertisements 
should be completed in a year 

On the question of liquor 
advertisements, the Pro 
gressive Party Transport Con- 
vener intimated that he did not 
wish to divide the Corporation 
and would agree to the placing 
of the contract without alcoholic 
Hquor advertisements 

The contract for the adver- 
using rights for five years will be 
placed with Frank Mason & Co., 


begin to 
yt vehicles 


Posters For “Mail” 
London Edition 


Posters, local Press advertising, 
ind cinema slides were the media 
used to launch the Daily Mail 
new London edition, which made 
its debut on Monday, with a blue 
flag as its insignia. S. H. Benson 
Ltd., worked closely with North 
cliffe House on this campaign 


Ltd., London, on the basis of a 
guaranteed minimum yment to 
the Corporation over the five-year 
period of £270,000—rising from 
£45,000 in the first year to £54,000 
in the fifth, With liquor advertise 
ments, the guaranteed minimum 
would have been £301,000 


The estimated gross revenue 
fur the five years is £436,500 and 
4 percentage allocation of gross 
payments to the corporation is 
estimated to yield £306,000 
Revenue from the Underground 
coaches “and stations will be 
additional probably about 
£10,000 a year 


F.C.B. To Produ 
Farm Newspaper 


First issue of an eight-page 
newspaper dealing with farming 
topics is to be published in Apnl 
by Harry Ferguson Ltd. A print 
of 100,000 copies will be distri- 
buted free to farmers in Britain, 
and im WO overseas territories 
where Ferguson have distmbutors 

Production of the newspaper 
will be the responsibility of 
Foote, Cone & Belding Litd., 
agents for Ferguson. Editor is 
Mr. Noel Newsome, and adver- 
tuisement space is in the charge 
of Mr. Harry G. Osborne 

Publication will at first be six 
tymes a year 


Harry Ainsworth’s Silver Jubilee 


“I do not know of any firm 
where peace and harmony reign 
as they do at Long Acre,” said 
Mr. Harry Ainsworth, editor of 
The People, at a luncheon on 
Tuesday at the Dorchester Hotel 

Hosts were Odhams Press Ltd., 
and Mr. Ainsworth was guest of 
honour, for the function was to 
celebrate his 25 years of success- 
ful editorship, during which, as 


the chairman, Mr. A. C. Duncan 
(chairman of Odhams Press) 
remarked, his stewardship had 


resulted in an increase in circula 
tion from 250,000 to 5,000,000 

The company represented a 
remarkable tribute to the esteem 
and affection in which Mr 
Ainsworth is held, for it com- 
prised many of the most distin- 
guished figures in British journal- 


ism, and included the editors of 
nearly every national newspaper 

Mr. Duncan, who  wittily 
described himself as “the 
pigeon among the cats,” i 
Mr. Ainsworth’s record was very 
infrequent in the history of 
journalism. After a warm tribute 
to Mr. Ainsworth’s personality 
and services, he presented him 
with a silver plate, engraved 
“From his fellow directors,” to 
be attached to the television set 
that was their gift 

Mr. John Gordon, who sup- 
ported the chairman's remarks, 
Mr. Ainsworth, in his response, 
and Mr. Bernard Falk, who 
expressed thanks for the guests 
entertained the company to many 
reminiscences of their earlier 
days in Fleet Street 


“Woman's Own” Sales Now 1.700.000 


Sales of Woman's Own last 
week topped 1,700,000 

With the first 48-page issue 
since the end of periodical paper 
control, Newnes’ colourgravure 
weekly added over 400,000 


readers to its circulation, and 
reports from the trade show that 
demand remained unsatisfied 
The bigger W 
has shown 4 steady increase since 


mans Own is 


currently featuring a series of 
articles with immense drawing 
power Titled “The Little Prin 


cesses,” this exclusive series is the 
iuthente: story of the lives of 
Their Royal Highnesses told by 
their governess—it seems certain 
to repeat the tremendous success 
it had in America 
Circulation of W 
its first publication 


Own 
These recent 


oman s 
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sales figures show the trend 
luda 1047 1048 
697 087 aO4 O10 827 49 
1949 i949 
Jan-June July-Dex Now 
918 897 1,303,109 1.700.000 plus 


Easy-to-follow make-up, colour 
ful covers by leading artists, and 
nationally known regular contri 
butors, notably Beverley Nichols 
and Monica Dickens, are among 
the reasons to which the pub 
lishers attributes its popularity 

Present advertisement rates in 
Woman's Own are £720 (page. 
monotone) and £1,000 (page. full 
colour) 

Hlustration shows centre spread 
of the latest advertisement pro 
motion folder put out by Mr 
Stuart Mander advertisement 
director, Luxuriously produced, 
it sets out forcefully the reasons 
why “Woman's Own is a funda 
mental factor in all 


campaigns 
appealing to women.” 


The British Federation of 
Master Printers has introduced a 
correspondence course for esti 
mators, based on “Estimating for 
Printers” (seventh edition) pub- 
lished by the Federation. 
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SELLING TO 
U.S.A. 
WHERE are the best 
markets for British 
goods in the U.S.A.? 

WHAT are the best ways 
to sell to the American 
people? 

ARE research facts ready 
now? Where can they 
be got? 

WHAT media are best 
for promoting British 
goods? 


HOW complete and accur- 
ate are U.S. direct mail 


lists? 
These are Yome of the 
many questions answered 


by expert American selling 
and advertising men in a 
special 88 page Supplement 
entitled 
“THE AMERICAN 
MARKET” 
to be published with 
“Advertiser's Weekly™’ on 
Thursday, March 23 


HULTON’S NEXT A 
CARTOON PAPER 
FOR CHILDREN 


Hulton Press announce this 
week that they are shortly to in 
troduce a new publication, which 
will be a strip cartoon paper for 
children. Advertisements will be 
accepted. 

Adjustments in 
Staffs have been 
consequence 

Mr. Reginald Levi, advertise 
ment manager for Housewife and 
World Review is relinquishing 
the advertisement management of 
the latter to become advertise 
ment Manager of the new paper 
He will remain advertisement 
manager of Housewife 

Mr. Jack Blanche has been 
appornted assistant advertisement 
manager for Housewife 

Mr George Hillyar. who 
recently joined Hulton Press as 
advertisement representative has 
been appointed § advertisement 
manager, World Review 


advertisement 
made as a 


For Visualisers 


The February and the two futur: 
issues of the Statistics for Adver 
tising bulletin issued by the 
British Transport Commercial 
Advertisement Division are of 
particular interest to visualisers 
February issue shows, by means 


of tables and diagrams, the 
distance from each seat to 
selected advertisement sites in 


District, Metropolitan, and Tube 
carriages. 
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Ideal Home Exhibition 
Triumphs In Décor 
And Display 


In point of décor the Daily 
Mail Ideal Home Exhibition, 
which opened at Olympia on 
Tuesday and will continue till 
April 1, leaves all its predecessors 
and most of its rivals wel] behind. 

The dominant feature, which, 
as always, is to be found in the 
“Highway” of the Grand Hall, 
is this time a giant parabolic 
archway, some 75 ft. high, 
forming a shining tracery of light 
metal. 

Best seen from the gallery over 
the entrance from the railway, 
the structure, which is about the 
same height as Admiralty Arch, 
supports a large yet delicate 
screen, white on its main faces 
and alternately amber and crim- 
son on its edges. Suspended 
from its centre is a vertical 
oblong panel showing “1950” on 
a blue ground. 

Along the “Highway of Fame” 
are slender telescopic masts, 60 ft. 
high, from the tops of which 
hang huge curling pennants, their 
sides alternately white and ver- 
milion. For about two-thirds of 
the length of the Highway, the 
Stands are protected by “covered 
wagon” roofs of pale blue and 
white fabric—from the balcony 
an attractive sight, improved by 
lines of small yellow flags, with 
the words “Daily Mail Ideal 
Home Exhibition” repeated in 
script. 

Among the individual stands 
there are some notable examples 
of display, but it fairly be 
said that three call for special 
comment: those of the Gas 
Council, Tate & Lyle, and the 
British Iron and Steel Federation. 

The Gas Council's stand, along 
the Highway, surpasses in popu- 
lar appeal its “Alice in Therm- 
land” of last year. This time 
Treasure Island is the theme of 
six three-dimensional scenes 
along one side of a palisaded 
passage roofed with palm leaves. 
The characters from the immortal 
story are shown in six settings, 


and in each, by means of cun-— 


ningly contrived lighting, a gas 
Council product— a water heater, 
a gas cooker, and so forth— 
appears as a sort of “vision” in 
the minds of the characters. 

The other two stands are on 
the Empire Hall second floor. 
Tate & Lyle feature a model 
sugar-cane plantation, a line of 
talking films, some working 
machinery, of which the sugar- 
wrapping machine is the most 
fascinating, and a talking model 
of Mr. Cube. 

The Iron and Steel exhibit has, 
as its “highlight,” a b and 
impressive working mode 
steel plant. 

It is possible to mention only a 
few of the many other attractive 
stands. 

Newnes show the first speci- 
men volumes of their new 
Chambers's Encyclopedia; a wall 
panel explains that it has been 
dedicated to the King. 

In view of the visit of the 
French President, the French 
Government has been invited to 
display some of France's loveliest 
table wear, draperies, and objets 
d'art in a special pavilion. 

Seven men and five women 
from the Gold Coast are the per- 
sonnel of a cocoa farm recon- 
structed on the Cadbury stand. 
Crosse & Blackwell] have intro- 
duced a “stage set” of the firm's 
original Soho Square factory. 

A working map showing the 
Greater London plan is a fine 
feature of the Ministry of Town 
and Country Planning stand. 

It need hardly be said that the 
many other  attractions—the 
various houses, the toys section 
(with the Nestlé Playground once 
again a major attraction), the 
exquisite gardens, and the many 
new products for the homes—are 
fully up to the high level set by 
previous Ideal Home exhibitions. 

Mr. Charles W. V. Truefitt 
is again the organiser, and Mr. 
Frank Roots Press o cr. The 
256-page catalogue was printed 
by Alabaster, Passmore & Sons. 


of a 


I a Eo 


Norman Moore, chairman of S. H. Benson Lid., which has recently 
acquired a controlling interest in D, J. Keymer & Co., is in India 


visiting branches of that agency. 


Collingwood, “Times of India’; 


Picture shows, left to right: F. C. 
W. J. B. Walker, 


“Statesman” ; 


Norman Moore; G. W. Tyson, “Capital”; M. L. Broughton, “Pioneer”; 
D. M. Harris. 


An artist's impression of the decor for the Grand Hall at the “Daily 


Mail” Ideal Home Exhibition. 


AUGER & TURNER 
CO-ORDINATE 


Auger & Turner Ltd. have 
formed a new company, Auger 
& Turner Group Ltd., which will 
co-ordinate the work of the 
agency's branches in Manchester 
and Birmingham. 

Directors will be Messrs. R. H. 
Empson (chairman), C. Turner 
ae oy director), H. A. Auger, 
V. G. N. Auger, D. H. Smee and 
H. J. L. Kroch. The first four 
are directors of Auger & Turner 
Ltd., Mr. D. H. Smee is general 
manager of Auger & Turner Ltd., 
in London, and Mr. H. H. Kroch 
is general manager of the Man- 
chester branch. 

Mr. N. Willoughby, formerly 
production manager with Stone- 
house Advertising, in Hull, be- 
comes Auger & Turner represen- 
tative in the East Riding, Lincoln 
and Nottingham. 


“Picturegoer” Is 
Again 24 Pa 

Owing to shortage of paper, 
Picturegoer, published by Odhams 
Press, will remain at 24 pages and 
not be increased to 28 pages as 
was intended a fortnight ago 

A statement in last week's issue 
says that the decision to revert to 
24 pages is due to paper short- 
age. It is hoped, however, that 
“some increase in size will be 


possible in the next month or 
two.” 


Boro Greets Auriol 


A tricolour and greeting of 
“Vive la France” from Boro 
Billposting Co. met President 
Auriol as he drove along Fleet 
Street on his way to the Guild- 
hall yesterday (Wednesday). The 
two Boro sites on Ludgate Hill 
were used for the message. 


Press Ad. Managers’ Luncheon 
To Gordon Ralston 


Warm tributes were paid to Mr. 
Gordon C. Ralston, former chair- 
man of Lintas Ltd, at a 
luncheon given by the Press Ad- 
vertisement Managers’ Associa- 
tion at the Waldorf Hotel, Lon- 
don, yesterday, to mark his 
retirement after 47 years with 
Lever Brothers & Unilever Ltd. 

Mr. E. J. Wills, P.A.M.A. 
president, who presided over 
some 50 members of the Associa- 
tion, told how their “very old 
and dear friend” came south 
from Edinburgh in 1903. In 1920 
Lever’s transferred their advertis- 
ing department to Port Sunlight 
with Mr. Ralston in charge and 
he did not return to London till 
1920. 


Mr. Ralston, he said, was able 
to boast that he had visited every 
town and village in the country 
where a newspaper was published; 
and he had even more friends in 
the country newspaper offices 
than in London. 


Wishing Mr. Ralston many 
years of retirement, Mr. Wills, on 
behalf of the Association mem- 
bers, presented him with a table 
lamp, and also a handbag for 
Mrs. Ralston. 

Mr. Ralston, replying, said 
that most of those present had 
been his friends for nearly forty 
years. After some amusing 
reminiscences of advertisement 
managers in his early days, be 
went on to say that provincial 
newspapers were still regarded as 
“bibles” in their towns, and the 
men who ran them were the real 
experts to provide all research 
information about their districts. 

Good wishes to Mr. Ralston’s 
successor, Mr. R. H. Siddons, 
were voiced by Mr. Wills. 


The British Industries Fair is 
to-day (Thursday) opening a Press 


office at the Board of Trade 
offices in Horseferry Road, §.W.1. 
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Facts of interest and import- 
ance to advertising people, 
administrators, business men, 
and sociologists, about many 
of the habits and activities of the 
community are embodied in 
Patterns of British Life published 
by Hulton Press. 

Based on previous Hulton 
Readership Surveys but contain- 
ing much additional material, the 
book (which has been produced 
for sale at 25s.), contains an ex- 
haustive analysis of national 
newspaper and periodical reader- 
ship; some seventy statistical 
tables and seventeen diagrams 
illustrating community habits and 
behaviour, edited and compiled 
by Mr. J. W. Hobson and Mr 
Harry Henry, with the assistance 
of the staff of Market Informa- 
tion Services Ltd.; and the text, 
which is written by Mr. Geoffrey 
Browne, director of the 
Economist's intelligence unit and 
formerly economic adviser to the 
National Farmers’ Union. 

The special function of the 
book is outlined in a preface by 
Mr. Edward Hulton. “In present 
conditions,” he writes, “it 1s valu- 
able both to the manufacturer 
and his customers if the produc 
tion and distribution of his pro- 
ducts can be arranged so as to 
satisfy the maximum number of 
people here are curious 
omissions in th- statistics pub- 
lished by the authoruics, “hilst 
those which are available are not 
always in a form which permits 
their combination with other 
statistics.” 

13,000 people were chosen as 


All lliffe Journals To 
Use Standard Inks 


All full - colour letterpress 
sheets in Dorset House journals 
will from June 1 be printed in 
the new L/P British Standard 
1480 set of inks 

In a letter to advertising 
agents, printers, block-makers and 
some clients, Mr. C. E. Wallis, 
chairman and managing director, 
Associated Hliffe Press, states 

ch the major difficulty in 
the printing of full-colour adver 
tisements in periodicals has al- 
ways been the necessity for print 
ing together, in one forme, blocks 
originally etched for differing sets 
of inks. The recent introduction 
of the B.S. sets of inks now means 
that this difficulty can be over 
come and more uniformly accur 
ate reproduction of colour blocks 
achieved.” 

Until June 1, printers will con 
tinue to make slight adjustments 
to the hue of tri-colour inks so 
that blocks not etched for B.S 
inks can be accommodated with 
results approximating to  pro- 
gressives 


414 


Another Hulton Book To 


Aid Advertisers 
“PATTERNS OF BRITISH LIFE” 


a sample, and among the sub 
jects covered are: the nature and 
number of the population, the 
composition of the family, the 
home, gardening, pets, livelihood, 
leisure, smoking, entertainment, 
cosmetics, and new habits 

At a Press conference last week 
Mr. Henry referred to a holiday 
chart as an example of how the 
book could help advertisers and 
agents. Many people, he suid, 
thought that it was no good ad- 
vertising during the July - August 
period because “everybody was 
away on holiday.” Yet the chart 
showed that at the peak period, 
the number of people away from 
home on holiday was only just 
over 24 million, or about per 
cent of the population. 


Additional premises at 40 
Hertford Street, W.1 have been 
acquired by Cecil D. Notley Ad- 
vertising Ltd They have re- 
linquished the lease of that part 
of No. 40 which they had pre- 
viously occupied. No. 43 remains 
the registered office 


R.A.F. Window 


Sixty R.A.F. recruiting centres 
throughout the country have 
recently taken part in a window 
display competition. First prize 
was awarded to the Croydon 
centre display (depicted here), in 
a window loaned by the London 
Electricity Board at Streatham 

Displays by centres at Aber 
deen, Ealing and Plymouth were 
highly commended 

The final selection was made 
on Friday in London, from the 
six windows adjudged winners in 
each regional group, by a panel 
of judges comprising Group Capt 


EXHIBITION OF 


The standard of work at the 
Exhibition of Design m Business 
Printing, that opened in London 
on Friday, at Murray House 
Petty France, is high. Perhaps it 
is more notable for technical 
soundness than for imaginative- 
ness, but a great many of the 
exhibits are most attractive 

Exhibits came 
sources Only four advertising 
agents, however, submitted work 
to the selection committee. Any 
body familiar with the agency 
field would easily pick three of 
them, the fourth was one of th 
smaller good agencies 

1 found myself in agreement 
with the first entry in the book 
in which visitors were invited 
to record their comments 

“Excellent standard of design 
but lack of well-desiened and 
planned material for sales pro- 
motion of British products for 
home and export. 

It is true that the emphasis is 
on fine design and printing rathe: 
than on forceful salesmanship in 
print But is this really a re 
proach? The Exhibition is to 
show design in print; almost any 
body can produce the type 
graphical thick ear 

The Exhibition is divided into 
nine sections: commercial station 
ery; company printing; leaflets 
brochures and folders; catalogues 
and booklets; programmes, inv: 
tations and menus; house anJ 
staff magazines; posters, show 
cards and window bills; commer- 
cial greetings cards and calendars; 


from varied 


DESIGN 


“before and after” 
posters, up to d.c 

io characteristic style which 
could be described cither as 
British or as 1950 could be de 
tected. The British genius appears 
to be that of developing rather 
than creating; or perhaps our re 
fusal to be stampeded into copy- 
ing slavishly a particular style 


restyling; 


Commentary by 
BRIAN HILTON 


accounts for this Exhibition being 
extremely catholic in style com 
pared with, say. such exhibitions 
20 years ago, when the massive 
German typographic cult imposed 
itself over all 

Printers and publishers own 
letter headings dominate the 
Stationery section, particularly in 
respect of some tynesof stationery 
It is good to see printers benefiting 
from their own medicine, but | 
would have liked to see more 
evidence that they have con- 
vinced hard-headed business men 
of the value of good stationery 

Among the exhibits of busi- 
ness printing two examples stand 
out: the very handsome annual 
report of Wiggins Teape (and if 
they couldn't use the finest paper 
who could?) and the report of 
the Federation of British Indus- 
tries, which has no doubt raised 
our prestige as designers abroad 

Several novelties are included 
in the leaflet section, most inter- 


Display Contest 


G. T. Jarman, Inspector of 
Recruiting, Mr. P. § Huggett. 
Campaigns Officer, Air Ministry, 
Mr. J. W. Hackett, of Masius and 
Fergusson Ltd., Air Ministry ad- 
vertising agents, and Mr. C. D 
Rant, editor, ADVERTISER'S 
WEEKLY 


Ad. Association 


Luncheon Postponed 

The Advertising Association 
luncheon, which was to have been 
held at Claridges Hotel on March 
23, has been postponed 


IN BUSINESS PRINTING 


esting of which is a folder for 
“Real Farmhouse Cheese,” 
printed on cheesecloth - overlaid 
on paper. Interest lies in the 
clever matching of design and art 
treatment to the materials 

The film industry is well repre- 
sented One detects a groping 
after a characterful style, not yet 
wholly achieved, perhaps, but 
certainly tremendous advance has 
been made from the old tech 
nique of barking in print, towards 
a solid yet lively dignity 

The travel print is, seen in the 
mass, Slightly disappointing. I 
ought, it seems to me, to show 
evidence of the wider vision and 
international influence 

he invitations, programmes 
and menus are, on the whole, un 
exciting Such print ought to 
present an opportunity for a 
gen d'esprit, but this collection is 
rather solemn 

The house organs are not 
really representative of our best 
there are several in need of re 
styling for character 

The calendars shown are exce! 
lent, beautiful and functional 
Showcards include at least two 
which would run in any com- 
pany, and there are some excel 
lent d.c. posters which are we'l 
designed though few of them 
really pack a punch 

The Exhibition has been organ- 
ised by the Council of Industrial 
Design and the British Federation 
of Master Printers as a prelimin- 
ary canter to the display of 
British Print at the 1951 Festival 
of Britain 
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CLUB NEWS 


19% 


Encoura ge Young Men, 


Says Cook Cup Recipient 


The necd for giving the 
younger man (aged 25-30) every 
possible opportunity, was strtssed 
by Mr. Frank Bloomer, president 
Publicity Club of Leeds. when ron 
accepted the F. E. Cook Cup, « 
behalf of the Leeds Club, from 
Mr. Hubert A. Oughton, chair 
man of the education committes 
of the Advertising Association 
at a dinner at Leeds on Monday 

Some of the older men shouid 
Stand back now and give the 
young men that opportunity 
said Mr. Bloomer. He persun- 
ally was doing all that he could 
to see that they got it 

When handing over the cup 
which is awarded by the Adver 
tising Association to the club 
which has contributed most to 
education in or for advertising 
Mr. Oughton spoke of the need 
to encourage women to enter the 
advertising business 

Mr. Drummond Armstrone 
director, Advertising Association 
said that if advertising were to be 
a factor in the social progress of 
the country, it must have young 
men and women going into the 
trade with a basic understandine 
of the industry 

Mr. Stanley Gray, chairman 
paid tribute to the work of Mr 
Bloomer in education and adver- 
tising in Leeds. Kt was because 
of Mr. Bloomer’s work that the 
Cup had been awarded to the 
Leeds Club. 


Berks and Socio 


Editor’s Viewpoint 


Advertising from the Editor's 
Chair” was the title of an after- 
luncheon address given to the 
Berks and Bucks Publicity Club 
on Thursday by Mr. C. D. Rant 
editor of ADVeRTISER’S WEEKLY 

Giving a broad survey of trends 
as he saw them, the speaker ex 
pressed the view that those 
engaged in advertising must learn 
to regard it, not merely as a 
means of selling goods and ser 
vices, but as a social foree 
Possibilities of expansion in the 
field of public relations advertis 
ing—the selling of ideas rather 
than goods and services-—were 
nfinite For example, private 
enterprise could strengthen its 
position with the public by using 
various means of advertising to 

genuine misconceptions 
engaged in the advertising 
business should study and under- 
stand its economic and 
political background 


remove 


1 hose 


social 


Fixtures for Fleet Street 
Column Club Golf Circle for this 
season are as follows 

April 19 Soring 
Arthur Dickens Cup 
Golf Club; July 6, Summer meet 
ing. Ree Curtice Cun, Hendon 
Golf Club; October 26, Autumn 
meeting. Captain's Day. Royal 
Mid-Surrey Golf Club 


meeting, 
Richmond 


Mr. Geoffrey Haddon, vie 
chairman of the education com 
mittee of the Association, said 
that publicity clubs could do 
much to prevent a recreation of 
a chamber of horrors in adver 
tising. Other speakers were Mr 
R. Williamson and Mr. Ernest 
Osborn 

Mrs. Cook. widow of the late 
Mr. F. E. Cook, and their son 
and daughter, were present 


London 
To See Ice Hockey 


Members of the Publicity Club 
of London have been invited to 
watch some of the games in the 
World Ice Hockey Champion 
ships, at Wembley, on Monday 
Tuesday and Wednesday next 
week. Mr. H. J. Hewson, who is 
a member of the club, has 
arranged for 100 tickets to be 
available to members on each 
night 


Manchester 


. 

Ignorance, Not Bliss 

“Solving Problems with Col 
lective Ignorance” is the title of 
a talk to be given by Mr. David 
T. Bottomley at the Manchester 
Publicity Association luncheon 
meeting on Monday 

Mr. Bottomley ts Manchester 
manager for Market Survey and 
Advisory Service Ltd., and an 
associate of the Australian 
Chemical Institute 


Advertisements should never 
be considered § divisible into 
“copy” and “layout,” but should 
be considered as a unit, said Mr 
A. Gibson. addressing Manchester 
Publicity Association junior 
section last Friday 


Bournemouth 


ADVERTISER'S WEEKLY 


Left to right: Stanley Gray, Drummond L. Armstrong, Frank Bloomer, 


Geoffrey Haddon, H. A 


Oughton, 


Geoffrey Powney (chairman. 


Publicity Club of Bradford). 


Lendon 


How To Interpret The Report 


A market research report is 
“a sales director's ‘intelligence’ ,”” 
Mr. A. G. Cranch told the 
Publicity Club of London on 
Monday. From it, he said, the 
sales director must determine 
future policy and immediate sales 
promotion measures 

Vice-president of the Market 
Research Society and head of re- 
search at Mather & Crowther 
Ltd, Mr. Cranch was speaking 
on “Interpreting the Research 
Report.” 

First, he said, it was necessary 
to consider whether the report 
was scientifically satisfactory 
Possible faults were: too little 
attention in sample to certain 
sections of the population—such 
as working women, as distinct 
from housewives; wrong timing 
of the inquiry; questions capable 
of being misunderstood; and a 
doubtful interviewing technique 

Next, the report must be con- 
sidered as a merchandising instru 
ment. In picking out highlights, 
Mr. Cranch said that he always 
asked himself two questions 
“Why?” and “So What?” 

The positive side -of interpreta- 
tion consisted of seeing the results 
of the report as potential sales 
The market must be identified 


Small Papers Protect Ad. Readers 


High praise for comparatively 
small provincial newspapers was 
given by Mr. W. J. Leaner, of the 
Advertising Association, when he 
spoke to Bournemouth Publicity 
Club last week 

The names of 
newspapers were hardly known 
outside their own circulation 
areas. he said, but the publishers 
took increasing efforts to protect 
readers of advertisements and the 
good names of their journals 

They never knowingly accepted 
business with a shady advertiser 
Here and there an undesirable 
advertiser might be able to slip 
in an advertisement for a pro 
duct which did not conform to the 
high standard desired 

When this happened, the adver 
tisement managers, working with 
their organisations and often with 
the Advertising Association, at 
once carried out an investigation 


these small 


If the advertiser did not con 
form to the standards required 
by the publishers, then he was no 
longer granted space 

The general public 
about this work, so that irres- 
ponsible attacks on advertising 
could be checked at source 


Southampton 
Poster Placing Plans 


The olanning involved in an 
outdoor advertising campaign was 
discussed at the Southampton 
Publicity Club recently by Mr 

Nelson, managing director, 
Outdoor Publicity Ltd. Before 
the war, Mr. Nelson said, poster 
placing was on a_ hit-or-miss 
basis. Now there was planned 
coverage on selected sites so that 
posters could be seen by the 
maximum number of people as 
often as possible in one day. 


should know 


and the worth of each market 
established Was the client in 
the right section? Could he do 
better elsewhere’ 

The interpreter, said Mr 
Cranch, must take the very bones 
of the survey and clothe them in 
a new way to produce a body of 
active selling usefulness. 


Oxford 
‘No Sausage Machine’ 


‘The blockmaking process is 
not a sausage machine-—a good 
block needs great skill,” said Mr 
A. H. Goodwin, chairman and 
managing director, Gee & Watson 
Lid., addressing the Advertising 
Club of Oxford 

“The degree of urgency hysteria 
placed on the order does not 
mean merely turning the handle 
faster 

“The principles of process 
engraving are still the same as 
those applied by old time en 
gravers, but we now use the 
camera to speed up the process 
and improve the finished pro 
duct.” 


Northants. 


Club Inaugurated 

At the inaugural meeting of the 
Northamptonshire Publicity Club 
held last Friday, good wishes 
were offered by Mr. Arthur 
Chadwick, chairman of the club 
extension committee of the Ad 
vertising Association, and by the 
Mayor of Northampton 

An interim committee was 
formed of Messrs. L. Dorricott 
(publicity manager, British Tim 
kin Ltd.) W. Sewell (advertise 
ment representative, Northamp- 
ton Chronicle and Echo), L. A. 
Ainge (Pica Art Service), R. W. 
Blaxiey, F. Toulson, FP. W. 
Baraclough and G._ Rose (display 
department, Northampton Co- 
operative Society) 


A Publicity and Print exhibi- 
tion at the Southampton Art 
Gallery, arranged by Southamp- 
ton Publicity Club, a being 
held from March 11 - 


Mr. a “Gresham Cooke, 
director of the Society of Motor 
Manufacturers and Traders. 
addressed the Publicity Club of 
Leeds last Thursday. 
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NEMS BOLT PLOPLE. 


K. Robinson 


Among important rsonne! 
changes announced by Pambe & 
Robinson Ltd., are the appoint- 
ment of Mr. Kenneth Robinson 
as chairman, and Mr. John Cuff 
as managing director 
Mr inn Clarke has been 
appointed director in charge of 
all media; and the board has also 
been strengthened by the addition 
of Mr A. Metheringham, 
manager. research department 
Mr. Robinson, who founded 
the agency with the late Mr. Ivor 
Lambe in 1946, has been 
director and secretary of the 
company since its formation 


Harty 
appointed ar editor of 
News Exchange Ltd., publishers 


of the Molesey and Ditton News 
and the Cobham Record, in place 
of Ronald H. Carse, who las 
joined the public relations de- 
partment of Vauxhall Motors 


Ltd 
* * * 

E. 1. Campbell, of Scientific 
Photographic and Editorial Ser- 
vices Lt has been me 

rsonal secretary to Wilson C. 
Barrett, managing director of 
Scientific Publicity Ltd. His place 
has been taken by Drew Graham, 
formerly with Scientific Publicity 

* >. 

Dennis Lovell, formerly mana- 

r of the Floral Hall, Scar- 

srough, has been appointed 
publicity manager of The Spa. 
Scarborough. Mr. Lovell was 
earlier publicity manager for the 
Repertory Company at Scar- 
borough Opera Bowe. 

* 


John D. Burton has been 
appointed advertisement manager 
of Petroleum, a Leonard Hill Ltd. 
publication. He was formerly 
advertising representative of 
Food Manufacture, also published 
by Leonard Hill Ltd. 

* * 


P. C. B. Thornton has joined 
Intam South Africa (Pty) Ltd, 
from Dorland Advertising 
Ltd., where he has been for four 
years. He leaves to-day (Thurs- 
day) for Durban. 
* * * 

H. V. Gould has been appointed 
advertisement representative for 
Television Weekly 


Chairman, John § 
Cuff Managing 
Director, Of 
Lambe And 
Robinson 


bes been 


D. Metheringham 


Mr. Cuff joined the agency in 
September 1948 as director and 


general manager, positions he 
had previously held with Foote, 
Cone & Belding Ltd 


Mr. Metheringham, a founder 
member of the agency, formed 
the research department in 1946, 
and has managed it ever since 
Previously he was research officer 
with the British Export Trade 
Research Organisation 


Important additions to the staff 


at executive level will be 
announced shortly. states Mr 
Robinson 

FP. Seymour, formerly with 


Foote, Cone & Belding Ltd., has 
joined S. C. Peacock Ltd 
(London) as a senior account 
executive. L. A. C. Lawler has 
relinquished his appointment as 
London manager of the agency 

* * * 


J. P. Davidson, advertisement 
manager, John Leng & Co., Ltd 
Dundee, who has retired, received 
from his colleagues on March 3, 
a combined record player and 
record cabinet. He joined the 
firm in 1915 and was advertise 
ment representative in Angus and 


Perthshire, becoming advertise- 
ment manager in 1927 
* * * 


Gordon Anderson has joined 
Legeect, Nicholson & Partners as 
layout man He comes from 
New Zealand where he was in the 
studio of an advertising agency 
For the last 18 months he has 
been with Nicol Art Studio, 
Johannesburg. 
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Russell Insley A Director of F.C.B.: Miller 
Is Mather & Crowther Group Art Director: 


Goode Deputy To Hoppé At C.O.1.: 


To Liverpool: 


Russell B. Insley, copy chief 
and member of the plans board 
of Foote, Cone & Belding Ltd., 
has been appointed to the Board 
of that company. He will be 
primarily responsible for creation 
and production 

Mr. Insley has been with the 
company for 15 years; he joined 
the San Francisco office of Lord 
& Thomas in 1935, before going 
to F.C.B., and was transferred to 


F.C.B., London, in August 1947 
* * * 
Robert J. Miller has been 


appointed group art director, 
Mather and Crowther Ltd. He 
was formerly with J. Walter 
Thompson Co., F. C. Pritchard, 
Wood & Partners Ltd., Graham & 
Gillies Ltd., and Shaw Wildman 
the photographer 
* * * 


R. C. Noble, assistant editor of 
the Sunday Chronicle, has been 
appointed assistant general mana 
ger of the Liverpool Daily Post 
& Echo Ltd. 

* * . 


Charles Hills, formerly genera! 
manager of Van Zyl & Partners, 
advertising consultants. Johannes- 
burg, who returned to England 
last autumn, has joined Dudley 


Harris photographic — studios 
London, as general manager 
* + * 


Leslie W. Goss, who has been 
with Blandford Press for over 18 
years, and advertisement manager 
of Hotel Management and Junior 
Age since 1940, is to relinquish 
the former and concentrate on 
the management of Junior Age 

S. W. Francis, advertisement 
manager of The Jronmongers 
Weekly, has joined the company 
as advertisement manager of 
Hotel Management and Catering 
Management. He will be assisted 
by J. W. Ellis, advertisement 
manager of Catering Manage- 
ment, who now becomes assistant 
advertisement manager of both 
journals. 

* * * 


J. Kedda has joined L. Sterne 
& Co., Ltd., refrigeration engin- 
eers, of Glasgow, as publicity 
officer 


L.w Goss 


P. C. B. Thornton 


Russell Insley 


Noble 


J. P. Davidson Retires 


E. R. M. Goode has been 
appointed principal information 
officer, campaigns and lectures 
division, Central Office of Infor- 


mation. He will be deputy to 
Frank H » head of the 
division r. Goode was trained 


im various agencies in U-S.A., 
where he spent many years before 
the war. On his return to Eng- 
land he became advertising mana- 
ger, J. & P. Coats, makers of 
sewing threads. He joined the 
exhibitions division of C.O.1. 
seven years ago and later trans- 
ferred to the campaigns division 


* * * 
ames general manager 

of the Evening Mail, Dublin. 

retired on medical advice on 


March 1, but retains his seat on 
the Board. Mr. Beggs joined the 
Evening Mail fifty years ago, and 
has been general manager for 
fifteen years. He is being suc- 
ceeded by David Allen, and 
R. D. Hudson has been appointed 
assistant manager and secretary 


* * . 


Cc. F. David has _ rejoined 
Dudley Turner & Vincent Ltd. as 
art director, after working in 
Canadian agencies for about 
eighteen months. Before the war 
he worked for C. Vernon & Sons 
ltd. and Colman, Prentis & 


Varley Ltd., and since the war 
for Foote. Cone & Belding Ltd. 
and for Dudley Turner & 
Vincent 
> * > 

Harry Leary, formerly § in 
charge of Public Information 
Panel development at Mills & 
Rockleys Coventry office, has 


been appointed manager of their 
Cheltenham group, which in- 
cludes Worcester, Gloucester and 
Stroud. 

Ben Kay, formerly manager of 
the Cheltenham group, is to con- 
trol the Luton group, succeeding 
his father, J, E. Kay, who ‘is re- 
tiring after more than fifty years 
in the poster advertising industry. 

* * * 


Peter Ripper, formerly creative 
manager for T. G. Scott & Son 
Lid., has joined Export Adver- 
tising Service Ltd., as senior 
copywriter visualiser. 


R. J. Miller 
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e of the contributors 


Som 


to last week's issue 


Maj.-Gen. bs F.C. Fuller. C.B., €.B.E., D.S.0. 
Gordon Beckles 
Hector Bolitho 


Wynford Vaughan Thomas 


John Arlott 
J. C. Trewin 
Craven Hill, +s. 


Ronald Dunean 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR: 114 FLEET STREET - LONDON E.C.4 
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Sleeping Partner? 


© say that without advertisers there would be no advertising 

I is to state the obvious; the converse of the proposition is 

not, perhaps, quite so self-evident. It is equally true 

nevertheless, that without advertising there would be no advertisers 

And British advertising will gain in status and in efficiency when 

advertisers, at the policy-making level, come fully to appreciate 
the fact. 

Too many leaders of industry regard advertising as something 
they are not called upon to study or to understand: as a secondary 
and specialised function of business that should be left in the 
hands of the sales director and advertising manager. The result 
of this is that though the advertiser, as the source of revenue, is 
potentially the dominant partner in the advertising set-up, he 
tends to be the sleeping partner. 

There are some notable exceptions, of course. But the failure 
of industry in general to concern itself intimately and continuously 
with the means by which consumers, at home and overseas, are 
persuaded to buy goeds and services, is probably the greatest 
weakness of British advertising. One has only to compare the 
status of advertising here with that which it enjoys in the U.S.A 
to realise that this is so 

* * * 

RITISH advertising, in the organisational sphere, lacks 

consistent top-level advertiser support. Only on occasion has 
industry intervened in what one might term the field of advertising 
politics, the most recent instance being when the intervention of 
the F.B.I. proved decisive in countering the threat of an advertising 
tax. The task of promoting or defending the interests of advertising 
has been left, in the main, to the media owners, whose efforts, 
however sincerely intentioned, must be the less effective because 
they cannot avoid promoting or defending at the same time their 
own interests as vendors. To secure for advertising its due recog- 
nition as a social and economic asset in British life, and the 
opportunity to pull its full weight as a beneficient social force, as 
well as to champion its cause when it is threatened, should be the 
primary responsibility, not of the sellers of advertising, but of 
those who buy and use it. And this responsibility should be 
constantly, not spasmodically, exercised 

+ + * 

ECAUSE industry is not interested enough to insist that 

advertising becomes fully efficient, nor convinced that the 
expense involved would be a sound investment, British advertising 
does not yet give advertisers all the service it needs. There is not 
enough exact information about advertising expenditures, about 
marketing, about media sales and readership, about attention 
value, about many other things an advertiser should know 
Some publishers give valuable data, but would give more if 
advertisers were insistent; research organisations furnish as much 
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commission earned when British 


as they are paid by adverusers to provide; bodies such as the 
Advertising Association do what they can within the limits of 
financial resources that are inadequate because advertisers are 
apathetic. But much of the advertisers’ money is wasted because 
advertising managers and agents require more facts to enable them 
to spend to the best advantage. And a lot more, incidentally, is 
wasted, when directors ignorant of advertising practice and 
technique try to teach the experts their job 
+ * * 

NDUSTRIALISTS must be persuaded that it is worth their 

while to readjust their attitude. The return of competition 
furnishes both a reason and a spur. The battle for consumer 
preference, at home and abroad, is becoming so tough that 
manufacturers will be compelled to advertise more effectively 
than their rivals, or cease to manufacture. To get full value for 
advertising expenditure is thus just as important to the industrialist 
as it is to secure maximum output at minimum cost. 

To enlist the practical interest of leaders of industry in the 
advertising business should thus be one of the first objectives of 
advertising organisations. 


To-morrow’s Topics 


PROBLEMS attending the rebating 
to British agencies of part of the 


working in North America can 
be as good as his American 
counterpart. The essential differ- 


products are advertised in ence between North American 


the 


North American and British advertising, he says. 
ANGLO-U.S. continent are such is that the North American ad- 
that where placings _vertising approach is to glorify 
AGENCY are small there is facts and to use them; British 
PROBLEM a danger that the advertising would put its story 
interests of both over in a less direct way, but with 


in full colow £1 50 


agencies may fail, says Mr. Albert 
Jarvis, principal of Albert Jarvis 
Ltd., Toronto, now in London 

The prime reasons are the low 
sums normal in British appropria- 
tions, and the high tate of expense 
at which U.S. and Canadian 
agencies operate. For instance, 
an executive earning £1,200 - 
£1,400 here might earn $7-8,000 
in U.S.A. or Canada 

An American agency normally 
works to a gross profit of 15 per 
cent, with a net profit of 14-2 
per cent after overheads and ex- 
penses have been met. An ap- 
propriation of $15,000 would 
result in a commission of $2,200, 
so that the net sum left to be 


shared between British and 
American agents would be 
nominal 

— —— a 


Mr. Jarvis is an ex-Flect Street 
man, former editor of a British 
advertising journal, and has been 
in Canada since 1929. He is the 
owner of his own 


AD. MEN’S agency, now sub- 

stantial, which was 
PROSPECTS established in 1946 
IN U.S.A. He declares that, 

given the right 
mental approach and sufficient 
cam, a British cis 


THE BUYERS OF THE WORLD’ S BIGGEST STORES RECEIVE A PERSONAL copy | OF . 


7 he 


National Magazine Co ‘Lid. 0), Grosvenor Gardens, S.W.\ 


greater imagination 

The Englishman who wants to 
go into North American advertis- 
ing must therefore be prepared 
for a compromise, with his own 
British qualities subordinated to 
a more robust fattual attitude 
towards layout, art work and 
copy. In the merchandising field 
he must be clastic and able to 
use the many promotion methods, 
and the market research facilities, 


that exist in the U.S.A. and 
Canada 

— — -— 
A port of ethics as affecting 


commercial photographers, raised 
by a correspondent, is of interest 
The writer, representing a firm of 
photographers anx- 


A POINT ious to extend its 
OF business, has made 
personal contact 
ETHICS with several lead- 
ing advertising 
agencies, but although he has 


been well received, and compli- 
mented on his specimens, has 
rarely obtained new business. 
Must we, he asks, accept this 
situation? Or is it in order for 
us to approach the agent's clients 
direct? Opinions of readers on 
this problem would be welcomed 
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“T wonder 


what’s in 


the Pic?” 


She’s one of the Sunday Pictorial’s younger 
readers and she’s ever on the lookout for 
new fashions — new ideas. A large propor- 
tion of the Sunday Pictorial’s readers belong to 
her generation — the generation who are still 
forming buying habits and have the longest 
buying years ahead of them. 
The Sunday Pictorial’s weekly sale has now 
gone up to over 5,000,000. Most of these go right 
into homes all over the country to be read by the 
entire family on the day they have time to read adver- 
tisements at leisure. 
The Sunday Pictorial’s space rate now works out 
at only -71d. per inch per thousand. 
With facts like these to influence them it’s no wonder 
Erwin Wasey advised Kayser Bondor to advertise in the 
Sunday Pictorial. 


Sunday Pictorial 
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War And To-da 


T the request of the 

Advertising Association, in 

1931, [ wrote a book 
entitled Direct Mail and Mail 
Order. ts purpose: to act as 
a text-book for students. I am 
told it is still widely studied. 

Recently, a friend asked me: 
“How does it read to-day, in the 
light of 19507” So [ went 
through it carefully, in a critical 
mood. The conclusion I come 
to 1s: 

The Principles hold good, re- 
main the same; but the Practice 
differs, in many respects, in the 
light of present-day conditions. 

In the Mail Order section of 
the book, 20 basic principles 
were set out. To the best of my 
knowledge, none of them has 
ever been challenged or refuted. 
For instance, the statement that 
the theory of “Cumulative Effect” 
is a myth, so far as mail order 
advertising is concerned 

If “Cumulative Effect” were a 
reality, surely there would 
have been evidence forthcoming 

either in this country or in the 
United States? If anyone were 
able to prove that mail order 
Press advertisements of the same 
general nature, in the same 
journal, go on pulling better and 
better—-surely this would have 
been trumpeted in a high order 
of decibels? 

Nor has anyone given a proof, 
since 1931, that in general] pub- 
licity-~Le., advertising for goods 
sold through retail shops—there 
isa “Cumulative Effect” directly 
traceable to advertisements, Nor 
has any research specialist (to my 
knowledge) attempted to dissect 
the direct effects of such adver 
tising apart from the natural 
growth of repeat orders and re 
commendations which build up 
the success of any good product 


Value Of Established 

Prestige 

Here is a very important point, 
coming to light since the book 
was written. It is the value of 
“prestige” established over many 
years—the prestige of the firm 
which has grown through cus- 
tomers’ satisfactions and their 
mouth-to-mouth recommenda- 
tions to their friends, “So-and-So 
is a firm you can rely on.” 

This can have the effect of 
making the firm's advertising in 
subsequent years more believable 

Here is a mail order example 
A large firm, leader in its trade, 
established 40 years, bought up a 


By MAX RITSON, F.LP.A. 


small competitor established 
three years. Owing to limitations 
of advertising space, advertise 
ments at that time had to be 
boiled down to little more than a 
price list and a name block. For 
a season after the purchase of 
the smaller business, the two 
were run separately. Advertise- 
ments were inserted in the same 
journals; the offers for both the 
large and the small firms were 
the same, the prices the same 
But the results were different 
Advertisement cost per reply for 


the small firm was four times 
greater than for the old-estab- 
lished firm 

This is a bull point for the 
well-established firm. It is also 
a warning to the newcomer. New 
enterprises must offer new im- 


provements for the customer 


Changes In Mail Order 

Practice 

Most people (I am sorry to say) 
are more interested in Practice 
than in Principles! So, what to- 
day are the differences from pre- 
war? 

The book says: “Mail order 
has depended—it continues to 
depend—on rendering one of 
these three services 

Frice—Supplying the public 

with standard articles at prices 

below the lowest shop prices; 
or 

Monopoly—Supplying articles 

which are not obtainable in the 

shops; or 

Convenience—Giving the pub- 

lic the option of dealing with 

its favourite shop by post as 
well as by personal visit; of 
giving the retailer the option 
of dealing with his favourite 
wholesaler or manufacturer by 

post instead of waiting for a 

traveller's call.” 

Point 1, Price—The business 
man has now to face price con- 
trol and purchase tax The 
ceilings” of shop prices are 
lower. So, it has become more 
and more difficult in practice to 
offer goods at less than shop 
prices 

He is also up against increased 

and still increasing—-costs in 
every direction of printed matter, 
stationery, postage and office 
overheads The running of a 
mail order business has become 
more costly in relation to gross 
profit 

This mounting-up of overhead 
costs has accentuated a tendency 
already evident pre-war, It “loads 
the dice” in favour of the old- 
established firm as against the 


newcomer, because the old firm 
makes its profit on repeat orders 
and recommendations—needing 
very little selling expense—whilst 
the young firm is far more de- 
pendent on first orders and there- 
fore heavier selling expense. 

The field for a newcomer has 
narrowed; and anyone thinking 
of starting a mail order business 
to-day in goods also sold in the 
shops should be warned of this 

Point 2, Monopoly—This field 
remains open, because large num- 
bers of people are looking for 
goods which they do not find in 
the shops. But how can the mail 
order man get hold of such 
goods—say nylon stockings 
unless he dabbles in the black 
market? 

Further, even if he possesses 
such a monopoly at the present 
moment—shall we instance such 
a thing as a coupon-free substi- 
tute for petrol—the Government 
may step in and bar him, arbit- 


rarily, from some component 
essential to the manufacture of 
his product. I have seen this 


happen with some new kind of 
nursery fixture, promising in 
itself, but containing steel as a 
component Some Government 
Department simply cut him off 
from steel. 

Further still, let us assume that 
this business man may hold a 
patent on some useful gadget 


This is the first of two articles 
contributed by Max Ritson. 
The second, to appear on 
March 16, will explain why, 
for Mail Order advertisers, 
Press advertising to-day is 
cheaper than pre-war. 


which contains no ingredient on 
which the Government frowns 
Theoretically, he can charge as 
much for this article as “the 
traffic will bear.” But this is not 
$0 In practice. He is likely to 
find that his gadget will be classi- 
fied by the Board of Trade as 
belonging to a “category” on 
which the Central Price Control 
has placed a retail ceiling! 

I am not in any way suggest- 
ing that our Government is wrong 
in SO acting. I am merely point- 
ing out the limitations 

But even if this business man is 
able to offer his “monopoly 
article” at a price which satisfies 
him, can he be sure of continuity 
of supplies’? In instances I know 
of, the demand created by Press 
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advertising has been far more 


than he can supply Potential 
customers have to be dis- 
appointed. Money has to be 
returned. 

Point 3, Convenience—Since 


1931, there has of course been a 
very widespread improvement of 
public transport b&tween outlying 
villages and farms and the market 


town Local buses run almost 
everywhere. “Isolation” has 
vanished And every market 


town to-day has a good selection 
of chain stores 

All the above means that the 
practice of mail order has become 
more difficult—that the success- 
ful running of such a business 
needs considerable experience, a 
deep knowledge of where the re- 
quisite goods are to be bought or 
made to order, and expert advice 
on how to “cut corners” in office 
and advertising technique. 


Dominant Motive For 
Purchase 


The technique will naturally 
vary from year to year, but the 
principles underlying it remain 
the same. The first consideration 
ts always: What is the dominant 
motive to-day in making the pur- 
chase? And one finds this out 
by making a quiet but searching 
inquiry among typical consumers 

Sometimes the dominant 
motive will be obvious without 
any investigation. For instance, 
during the war years it was suffi- 
cient to call “Dig for Victory” 
to induce millions of men and 
women who previously had never 
dug, never planted, never tended, 
to cultivate little patches of 
vegetable garden—and incident- 
ally to buy the spades and forks 
and so forth with which to work. 

To-day, that motive doesn't 
stand up. It might be that 
Britain will run into a patch of 
economic disaster when “Dig to 


Feed your Family!” would be- 


come a paramount compellant. 
But to-day, to sell gardening im- 
plements and gadgets successfully 
needs a close study of whether 
it is vegetables or flowers; 
whether personal enjoyment or 
possible profit; how much of 
spare cash will the amateur 
gardener invest, and so forth— 
before one can devise the right 
technique to market gardening 
tools or cloches or what not. 

Just the same applies to any 
other hobbyist article to be mar- 
keted by mail order. Is the profit 
motive as strong to-day as it 
could have been in former years? 
Will people now exert themselves 
to earn a few more pounds, which 


to-day will buy them so little? 
Or do they prefer leisure to 
money? Would their buying 


motive be rather: Will this gadget 
save me labour, save me time for 
social enjoyments? 

The technique to use in printed 
literature, sales letters, follow-up 
letters, etc., springs and flows 
from a personal study of typical 
consumers WHAT TO-DAY 
MAKES THE WILLING 
BUYER TICK? 
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Os" UPON A TIME only the mighty, the 


weighty, and the rich read The Times. It 


thundered to the ears of the elect. To-day The Times 
rustles on bus tops and in tube trains. _ It is quoted 
by the intelligent citizen in every walk of life. 
Because the nation has widened its outlook, The 
Times has widened its circulation. To-day thought- 
ful men and women of all classes turn every day 
to their copy of The Times for a sober yet lively 


account of the world’s news. 


ADVERTISER'S WEEKLY 


THE Xx TIMES 
PUBLICATIONS 


THE TIMES 
LITERARY SUPPLEMENT 
Every Friday 


THE TIMES 
EDUCATIONAL SUPPLEMENT 


Every Friday 


THE TIMES BY AIR 
Daily 


THE TIMES 


WEEKLY EDITION 
Every Wednesday 


THE TIMES 
REVIEW OF INDUSTRY 
First Wednesday of Every Month 
THE TIMES SURVEYS 

Occasional Publications on 
Matters of National laterest 
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ONGRATULATIONS to 
Great Yarmouth for a 
courageous and successful 
attempt to break out of the 
conventions that bind holiday 
town guides. Even the title 
is different. It reads “Your Best 
Holiday Annual, from Great 
Yarmouth and Gorleston on Sea.” 
The cover is in full colour, The 
first 20 pages, on art paper, 4 in 
colour, and 16 in black and blue 
(a bit cold, this blue), carry 
articles not so much about Yar- 
mouth as about holiday-making. 
There is advice on how to pack, 
what to wear, choosing accommo- 
dation, making the most of the 
tume and avoiding holiday exhaus- 
tion. There are even beauty hints. 
These are followed by an excel- 
lent coloured isometric map of 
the towns, and by a photo album 
of places of interest round about. 
The whole thing is extremely well 
done. There are then 48 pages 
of s.c. listing places of entertain- 
ment, hotels and boarding houses. 
The book was designed and pro- 
duced by R. Sculthorp & Co, 

Ltd. 

* * * 


WHY DID a sausage maker start 
manufacturing ice cream? And 
what has happened to the famous 
Wall's tricycles that peddled ice 
cream before the war? 

These are but two of the ques- 
tions answered in an excellent 48 
page brochure published by 
T. Wall & Sons Ltd. and produced 
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A New Style Holiday Guide 


by F. J. Lyons Ltd., with printing 
by Carfax Ltd. 

The brochure includes four 
pages of full colour illustrations 
of ice cream and meat dishes. 
Text is in black with blue and 
brown artwork and illustrations 
Blue is a natural jor an ice cream 
booklet, but half-tones rarely look 
well in blue. Why not sepia for 
the half-tones and blue for the 
line decorations? 

The typographer went to a 
great deal of trouble to get 
exactly the effect he wanted in his 


o', MEDWAY TOWNS 


OBSERVER 


58 HIGH STREET, CHATHAM 
wonoon ARTHUR CLAY, 80 FLEET ST. cen 500 


6 the DOCKYARD 


headlines. He has combined 
Perpetua Light Titling for his 
principal words with Bell italics 
upper and lower for the other 
words. He has achieved an even 
colour throughout the headline. 
But I am a little mystified. He 
evidently desired to have a rather 
more decorative letter for his cap 


PRINT REVIEW 
by 


Brian Hilton 


words than Bell, yet shied away 
from the very decorative Perpetua 
italics. He has certainly walked 
very precisely in the middle of 
the road. 

By the way—the answers to the 
two questions. Ice cream manu- 
facture was started to fill a trough 
in summer turnover caused by the 
old wives’ tale that sausages 
should not be eaten m summer 
The tricycle method of getting 
sales was introduced because of 
the refusal of shopkeepers to 
stock Wall's ice cream, Now they 
do, and the 8,500 tricycles will 
probably never be used again for 
this purpose, 


. > * 


A VERY distinguished example 
of book production, illustrated 
above, from Stowe & Bowden of 


Manchester. It was produced to 
commemorate the 150th anni- 
versary of R. R. Whitehead & 


Bros Ltd., felt manufacturers. A 
demy quarto fly format has been 
cleanly handled 

What gives this book its air of 
distinction is the handling of its 
white spaces. They are, to start 
with, generous. The unit is the 
double page spread, usually 
asymmetrically planned. A series 
of excellent conté and wash 
drawings by Mr. William Little- 
wood in two colours gives charac- 
ter to the pages. Note in the 


miniature reproduction here how 
a swelled rule has been employed 
vertically, not only for decoration 
but to separate the text from the 
picture and its caption. Note, 
too, how the 12 pt. Plantin, set to 
34 ems, is evenly leaded (about 
18 pts.) so that the panels of type 
are units not bits. 


* . 7 


OUTSTANDING feature of a 
booklet Following the Merchant 
Princes, published by the Whole- 
sale Textile Association to attract 
recruits to the industry, is an ap- 
plication form. Return it to the 
Secretary of the Association and 
he will send the address of one 
© more suitable firms prepared 
«© grant an interview. 

While the form may provide 
some indication of the success of 
the booklet, it is certainly valu- 
able as the inducement to action 
which is so frequently neglected 
in printed advertising. 


* * * 


THe Cover of a brochure put 
out by The “Old Bleach” Linen 
Co., Ltd., is printed with an all- 
over design in brown to simulate 
a furnishing material. A label is 
stuck on to carry the title “Old 
Bleach At Your Service —a 
decorative history.” The first five 
words are in Ultra Bodoni, the 
last three in Gill italics except for 
the initial “d" and “h” letters of 
the final two words which are in 
Gill roman . 

The book gives an account of 
furnishing schemes in public 
buildings and ships carried out 
with Old Bleach fabrics. It does 
not, however, share the quality 
of design or the grace and dignity 
of the textiles it advertises. The 
pictures, which ought to be on 
the grand scale, are skimped and 
bitty, while Ultra Bodoni head- 
ings consort ill with the 10 pt. 
Gill body often set to 32 ems and 
broken up into bits by extra 
leading between pars. Margins 
are not happy. 

There is, however, an excellent 
series of colour pictures of tex- 
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| SIX REASONS WHY — 


IT SOLVES YOUR PRINTING PROBLEMS 
@ Mechanisation prints long runs _..--... 


@ Mechanisation eliminates colour blocks - . -. 
@ Mechanisation prints on any thickness. ... 
@ Mechanisation cuts cost of mounting ---. 
@ Mechanisation brings down the price. _.. 


@ Mechanisation saves time ¢ make ready. _- 


See our WORKING EXHIBITS at the gg 
a | ~BIF Olympia & British Food Fair Olympia = 


FOR AN ACTUAL SPECIMEN OF THIS SENSATIONAL NEW PROCESS SEE 
PAGE 68 OF THIS YEARS PENROSE ANNUAL 
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Why do so many Local Shops and 
Businesses advertise regularly in the 
Display Columns of the South Wales 
Evening jPost,? 


BECAUSE this wise spending 
gets results. 


|AMAZING BARGAINS 
= _— 


if vou sell in South 
West Wales, vour business is 
local. and the local 
newspaper must carry 
your advertising. 


SOUTH WALES 


EVENING POST 


SWANSEA 


= 
TRADE ADVERTISEMENT RATE 
S/- per s. ¢. inch, 
One of the 16 newspapers serviced by the Advertisement Department of 


NORTHCLIFFE NEWSPAPERS GROUP LTD.. - R. H. PENNEY, Advernsement Director 
CARMELITE HOUSI LONDON E.C4 CENTRAL 6000 


Print Review-—continued. 


tiles which almost redeem the 
book. 


THE TENTH annual report and 
balance sheet of Burlington Mills 
(Australia) Ltd. is, like the annual 
reports of other clients of the 
Goldberg Advertising Agency of 
Australia, an interesting publica- 
tion. It gives the shareholders an 
all-over view of their property, 
its record and its prospects. What 
is more, it brings home to the 
shareholders one extremely im- 
portant fact—that their profits 
are influenced by the fact that 


‘. .. gives shareholders an overall 
view. of their property. . . .” 


they have had to pay more for 
yarn than competitors in some 
other countries---including manu- 
facturers in former enemy coun- 
tries. This hits them where it 
hurts! 


* . - 


From Muner Rutey of 
Wolverhampton come two quarto 
booklets, very different in style 
and function. 

One is to mark the centenary 
of F. Jennings & Sons, funeral 
directors. It traces the history of 
the business in word and picture, 
and has as a foreword an appre- 
ciation from the Suffragan Bishop 
of Shrewsbury. The book is clad 
in a grey cover paper printed 
purple, and also has grey hammer 
finish “end papers,” on the first 
of which is a sub-title also in 
purple, A quietly tasteful piece 
of work. The printer was Alfred 
Hinde Ltd 

The second of the jobs is a 
catalogue of springs kept in stock 
by Morris of Wolverhampton 
Severely practical, it is decorated 
by sectional title pages in solid 
colour, changed for each section 


* * * 


A pookter describing the 
manufacture of Robertson's 
Golden Shred was designed with 
an eye on the lazy and the hasty 
The various stages of manufac- 
ture are described in some detail. 
but each page, or each process, 
is also summarised in a quick 
paragraph set in bold face. This 


method was probably adopted 
with the children in mind. 
Youngsters who might not want 
or be able to read all the tech- 
nical stuff could absorb the blurb 
quite easily. If so, how sound! 
Catch ‘em while they're young 
is sound advertising advice. 

Illustrated with charcoal 
sketches, the booklet is printed 
in three colours offset litho by 
James Upton Ltd. Naturally the 
famous Robertson Golliwog, 
born in 1910, figures prominently 
in the booklet in the best of all 
possible ways—he is the guide on 
this tour of the factory and 
commentator on materials and 
products. 


* * . 


A VERY PINE collection of 
almost unretouched photographs 
characterises a brochure issued by 
Steel, Peech & Tozer, one of the 
United Stee] companies. These 
pictures represent a lot of careful 
work. Though seldom the kind 
of picture one finds in photo- 
graphic exhibitions, they never- 
theless are the real triumphs of 
the cameraman. Almost anybody 
can make an interesting picture 


. the real triumphs of the 
cameraman.” 


in his studio of a train of gear 
wheels, but a lot of know-how is 
needed to get a real picture of a 
smoky, dingy factory bay 


. * * 


JUST AFTER my last article had 
gone to Press I received a follow- 
up from the London Union of 
Mixed Clubs and Girls’ Clubs. It 
was an cight line letter pointing 
out that undue delay in returning 
the book hampers the Appeal, 
as it could not be sent to other 
prospective donors 

One should never be dogmatic 
about appeals. It may be that 
this deliberate underplaying has 
proved right for the particular 
mailing list used. I am still of 
the opinion, however, that there 
was too great a gap between the 
first shot and the follow-up. After 
a month the prospect has got 
completely cold The time to 
Strike again is while the half- 
formed intention to act is still 
warm 
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You can sell 


CARS, MOTOR ACCESSORIES AND TYRES + TRACTORS « AIRCRAFT + CLOTHES « FOOTWEAR + TRAVEL 
* HOTEL ACCOMMODATION « LUGGAGE + SPORTS KIT + FOOD + WINES AND SPIRITS + PIPES AND 
TOBACCO, CIGARS, CIGARETTES AND LIGHTERS « BOOKS, NEWSPAPERS AND PERIODICALS « RADIO 
* TELEVISION « WATCHES AND CLOCKS + JEWELLERY « FURNITURE + EQUIPMENT AND INSTALLA- 
TIONS FOR FACTORY, OFFICE AND HOME «+ PRECISION TOOLS « INDUSTRIAL RAW MATERIALS «+ 
CHEMICALS « PHARMACEUTICALS « SERVICES TO INDUSTRY « BANKING AND INSURANCE FACILITIES 
* PROPERTY—IN FACT QUALITY GOODS AND SERVICES OF EVERY KIND 


to Class ‘A’ 


men, with personal incomes in the 
thousands, who influence commercial 


and industrial expenditure involving 
millions... Th 
more cheaply * through e 
@ 
Economist 


* A survey by Research Services Ltd. shows a cost as low as 32s. a page a 1,000 class “A” men readers 
A.B.C. NET SALES 1949 SECOND HALF, 43,819: PRESENT NET SALE EXCEEDS 46,800 
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readers for advertisers 
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Woman’s Own continues to expand still further its 
already powerful influence in the women’s mass 
market. With the relaxation of periodical paper 
control the circulation of this great mass medium 
climbed to over 1,700,000—an immediate bonus 
to advertisers of no less than 400,000! Pressure on 
advertisement space in Woman’s Own is still 
exceptionally heavy—it will be mutually helpful if 
advertisers indicate their requirements well in 
advance. 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE HEWNES LTO... TOWER 
HOUSE. SOUTHAMPTON STREET, LONDON, W.C2. TEMPLE BAR 4363 (40 LINES). 
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THE TREND TO 


Womans own 


1946 
697,057 


1947 
804,010 


827,369 


Jan.-june, 1949 


918,897 


july-Dec., 1949 


1,303,109 


and now 


|,700,000+ 
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BRITISH 
AGRICULTURAL BULLETIN 


A COMPREHENSIVE GUIDE TO AGRICULTURAL PROGRESS 


Specifically designed for overseas circulation, but now also available in 
Britain, this quarterly journal contains original articles on every branch 
of Agriculture and Forestry, contributed by experts from all parts of the 
British Commonwealth. Mechanised equipment, pest control chemicals, 
livestock improvement, new crops are all dealt with ; the large and impor- 
tant book review section is especially popular with overseas readers. 


Published by Agricultural Department, The British Council 
3 Hanover Street, London, W.1 


ADVERTISING AGENT : 
W. HORACE BIGGS PRESS ORGANISATION, 107 SOUTHAMPTON ROW, W.C.1 


PROOF 


of an advertising medium 


In 1949 
Modern Poultry Keeping 
averaged more column inches 
of advertising space 
than any other poultry journal 


The Reason Why ? 


\} ] wat) eriwule 
SS 
oon  — | MODERN POULTRY KEEPING 


ALL 


these activities :— Gets Results ! 


IMPORTING * GROWING ~- WHOLESALING . RETAILING 
ee Advertisement Offices: 


2 BREAMS BUILDINGS, LONDON, E.C.4 
LOCKWOOD PRESS LT! | crams: puiimedi, London. 


"PHONE: HOLborn 5708 


16 Ludgate Hill, E.C.4 


: | eee | 
a x 
: F 
, wre : + 
es Py 
4 ec ec ee 
S :- 
ie F 
— i 
—_— — Ba rr 
“ey ; ) matt = 
7 | MEMBERS OF A.B.C. =. ___________ 7 
3 | me | i 
me 6) OD a ee | 
“ ; WUD es JOURN | Rs i 
yh - * 
‘s | Grom ver oye LAN jo ol | : 
4 Wee ye” : 
27 Wet ie | ' 
} Worn Oe | 
+ * ‘g Ss, 
. ; . <1! ote . a. | i 
rs | o 
— 7 ™ | 
iN 
. 
~*~ ee _ 
4 
a ws oa yf a eI - ed: nn re es ; ge: by hal Be a a % ee ae ES a PZ . me ee he i = = 


Marcu 9, 1950 


ADVERTISER'S WEEKLY 


THE AGRICULTURAL MARKET 


Prosperity Has Given Landworkers 
Urban Tastes 


By Geoffrey Browne 


HE annual meeting of the 

National Farmers’ Union 

was held in London early 
this year. A visitor with the 
usual illusions about farmers 
and farming would have been 
surprised at what he saw and 
heard. Several hundred delegates, 
all of them keen, very many 
under forty, most of them 
dressed for the City. Except for 
the agenda it might have been a 
meeting of almost any profes- 
sional body. 

Then the agenda itself would 
have shown how far the delibera- 
tions of organised farmers have 
erogressed beyond mere grumbl- 

™ and discussion of the latest 

s in prices. The visitor 
0ald have heard about technical 
improvements, means to increase 
roduction, co-operation with 
armers overseas, and a great 
many things besides prices. For 
this Union does a consiructive 
job, and in doing so it reflects the 
spirit of the farmers it represents 


Wartime Impetus 
Has Remained 


That is the farming of to-day. 
Wartime impetus speeded up to 
the pace of revolution § the 
changes which were already taking 
place. That impetus remains. 
The needs of war have given 
place to the need for high food 
production to reduce imports and 
to save foreign currency, and 
especially dollars. A less spec- 
tacular job, perhaps, but an 
essential and continuing one. 
Indeed, the Government aims to 
increase the net value of farm pro- 
duction in this country by 1952 
to 50 per cent above the pre-war 
level, and 15 per cent above the 
wartime peak of 1943-44. This 
is not the full potential of British 
agricultural production, but to 
achieve the present objectives is 
going to provide the industry and 
its ancillaries with a great 
measure of economic security. 

The net income of the farming 
community has expanded in a 
proportion probably greater than 
that of any other section of the 
nation. gross value of pro- 
duce sold off farms in the United 
Kingdom was something under 


£300 million in 1938; it is now 
weil over £600 million. This 
figure includes wage yments 
and the net income of farmers 
thernselves. It also includes the 
payments made to those who 
make and maintain machinery, 
and who sell fertilisers and other 
requirements of the industry. 
From the sale of farm produce 
there radiates a series of increas- 
ing circles of demand, the total 
value of which is far greater than 
the original gross value of the 
farm produce sold. And ob- 
viously a great part of this de- 
mand is for consumer goods. 


But let us see how the econ- 
omic position of farmers and 
farm workers themselves has 
changed in the last ten years. As 
I said, the gross value of output 
is now well over £600 million 
per annum, It is estimated that 
the farmers’ own share of this 
amount in 1948 was £248 million. 
and this was rather over four 
times as much as in 1938. Ex- 
pressed as a percentage this is an 
enormous increase, but before 
We try to relate the present net 
income to the purchase of con- 
sumer goods it needs one or two 
qualifications. 

First, the profits of farming as 
a whole before the war were un- 
duly low. Even a fourfold in- 
crease in those levels does not 
mean that farmers’ incomes now 
are inflated, as compared with 
incomes from other occupations, 
and the exchequer takes toll of 
what return there is. Neverthe- 
less, it is certain that despite taxa- 
tion the spendable income has 
increased very substantially 

So it is, too, with the wages of 
the farm worker. Calculated on 
the basis of the minimum fixed 
by statute, these wages have risen 
from about 36s. a week at the 
beginning of the war to 94s. now. 
And this is only part of the story 
It is certain that the actual in- 
crease is greater than shown by 
the minimum figures since the 
actual average earnings nowadays 
are almost certainly nearer £6 
than £5 a week. This is ap aver- 
age; the earnings of many 
workers with special skills are 
now well over £7 and £8 per 
week. 

With the enormous increase in 


mechanisation and development 
of new techniques in farming the 
scope for premium payments is 
much higher than in earlier years. 
Moreover, when comparing the 
real wages in farming with those 
in most industrial occupations, 
account must be taken of the 
special perquisites and advantages 
which many farm workers enjoy. 

Rents of the service cottages 
may not by law be higher than 
6s. per week; many are lower 
than that. Most workers have 
special advantages of gardens for 
vegetable growing, and some 


FARM WORKERS AND 
THEIR WAGES 


] 1938-9 | 1949 | 1940 
No, of regular male! | 
workers (‘000) | 845 
Total workers (000) 710 
Statutory munimum 
weekly wage 
Index of minimum | 
farm wages rates 175 | 268 
General industria) | 


| siz! oe 
a3 | 852 


Me | OS oo, 


wage index oo J 100 


4. 


19 | 142 


workers augment their incomes 
by the sale of flowers. 

Then the farmer may provide 
free or cheap produce for his 
workers. These advantages take 
very many forms and most are a 
useful addition to the weekly pay. 
The actual amount of course 
varies greatly. In making a return 
of the benefits conferred on his 
workers, one farmer said that 
they were able to see his tele- 
vision once a week 

Although it is impossible to 
assess these items exactly, it is 
certain that the individual farm 


worker has gained very much on 
the industrial worker in the last 
ten years. The drift to the towns 
has ceased; in fact, there were 
well over 100,000 more workers 
on British farms in 1949 than in 
the years just before the war. 


These are the unadorned facts. 
They give a statistical background 
to agriculture as a market for con- 
sumer goods. They show some- 
thing of the changed size of this 
market, but they do not tell all 
of the story of the change. 

The gain of the farm worker 
has been one of status as well as 
of income. The stimulus of a 
worthwhile job, more contact 
with people, ideas and things out- 
side the farm through better 
transport, the wireless, the 
cinema, visits from technical 
people, have all influenced his 
outlook as an individual and as 
a buyer. Perhaps more than this, 
the women in the country are not 
content to put up with the lack 
of ordinary amenities which were 
beyond their reach in the days of 
depression. They are seeing that 
the higher wages of their men 
bring them a higher standard of 
living, a greater variety of goods 
and services for the home, than 
they were able to have in the 
years before the war. 


Perhaps this applies even more 
to the farmer and his family. 
Farmers get around far more 
than ever before. Partly this is 
because of their job. They must 
attend markets and shows, and 
technical demonstrations to keep 
abreast of improved methods; 
they take more part in the work 
of the National Farmers’ Union 
and other farming organisations. 
And most of them run cars to 
make these things possible. Ac- 
cording to the results of a survey 


(Continued on page 434) 


Modern equipment in a modern market. 
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How To Sell Equipment 


yield | 
from the dairy 
field 


To Modern Farmers 
By J. M. Beskine, B.Sc.(Eng.) 


Technical and General Editor, “Agricultural Machinery Journal” 


YORRECT appreciation of 
the way in which the agri- 
cultural machinery and tractor 
market differs from other 
machinery and motor vehicle 
markets is the only base upon 
which can be built up an effec 
tive marketing campaign 
Technical publicity, in particu- 


| lar, can only be fully successful 
| if it concerns itself with the 


accurate presentation of verifi- 
able facts—and makes these facts. 
together with explanations and 
illustrations, available to the 
trade, technical farming, provin- 
cial and general Press. 

Publicity which aims at pro- 
moting, extending or consolidat- 
ing sales of modern agricultural 
equipment should make allow- 
ances for two important con- 
siderations. In agriculture and 
horticulture the advantages which 
can be gained by use of certain 
kinds of equipment are not yet 
fully appreciated, even by experts 
And there is extreme diversity of 
farming methods, sometimes 
dictated by the financial resources 
of individual farmers 

Interest is always aroused by 
the publication of new technical 
data, details of new developments 


| and records of implement be- 


When ‘The Dairyman”’ was first published, cows grazed 
not far from Fleet Street, and customers fetched milk | 
from the dairy in jugs and cans. 

Since then, Milk has become a major industry, employing 
highly specialized processing and handling plant, and tens 
of thousands of delivery vehicles, motor and electric; but 
dairymen throughout the Country still rely on “The 
Dairyman” for news, information, and guidance. 
Old-established, yet always up-to-date, ‘‘The Dairyman”’ 
speaks with authority on everything concerning the 
processing and distribution of Milk, and the manufacture 
of milk products, such as Ice-cream. 


Independent of any trade organization, it caters for all 


sections of the dairy industry—large firms and small, 
producer-retailers, retailers, creameries, wholesalers, 
co-operative and multiple dairies, and makers of dairy 

roducts. 

here has been a great increase in Milk production since 
the War. If there are uses for your products in the vast 
and growing dairy industry, send for a rate card and 
specimen copy of **The Dairyman”’. 

Page type area 


The nes 
DAIRYMAN 


92 FLEET STREET, EC4 


CENtral 6262 


| 


haviour in the field, and once in- 
terest is aroused sales can result 
Therefore, one of the main tasks 
facing agricultural implement and 
tractor manufacturers, as well as 
manufacturers of components and 
spare parts, is the dissemination 
of up-to-the-minute, reliable in- 
formation relating to new equip- 
ment, the result of tests and 


operation under field conditions 

A wise manufacturer makes it 
his business to approach the far- 
mer via the man who sells and 
services his equipment 
publicity 


Technical 


comes before sales; 


as - 
“pha 
aa 


education comes after them. It 
iS unwise to go over the head of 
the dealer or agent, and any 
attempt to do so when new or 
improved agricultural machinery 
and equipment is being placed on 
the market is bound to lead to 
resentment. 

If it is remembered that dealers 
and agents read the trade Press, 
farmers and others read the farm- 
ing and general Press, while tech 
nicians read the purely technical 
Press, it can be seen that simul- 
tancously with an approach to 
the trade it is just as well to ap- 
proach the trade Press. 

Considerable time and money 
is wasted, and good publicity 
nullified, largely because the 
problem of publicity as a whole 
is not seen in relation to the sales 
campaign. 

Initial publicity efforts should 
be directed at the dealer. He 
should be the first man to be fully 
briefed. 

It sometimes happens that pub- 
licity 1s directed first towards the 
farmer with the aim of building 
up a demand for a particular 
kind or line of equipment. Then, 
it is assumed, the local dealer or 
agent will find it less easy to 
refuse to buy or order the equip- 
ment in question. This practice, 
however, does not make for good 
feeling between dealer and manu- 
facturer 

The main point to remember 
is that the truth about a machine, 
correctly presented in a well- 
timed appeal, can render 
maximum aid in extending 
sales or pioneering new mar- 
kets And the trade and 
general agricultural Press is the 


ideal medium for campaigns 
aimed to interest the modern 
farmer in the latest technical 


developments 


we 


This typical Ford demonstration has all the elements of first-rat« 


publicity The picture 


itself 


is an eloquent salesman 
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The family weekly for 
100,000 Cheshire and South Lancs. homes 


WARRINGTON GUARDIAN 
SERIES 


P. MOON 
173 Fleet Street / 
Tel. Cent. 6329 


Nurseryman 
& Seedsman 


Exclusive to the Trade only 


Vigorously independent in its editorial views, lively 
and authentic in its presentation of up-to-date 
news and technica! information, this old-established 
journal is excellently produced, and is regarded by 
its readers and advertisers alike as THE journal 
of the Nursery and Seed Industry 


Every Established By post 
Thursday 1894 20s. p.a. 


Garden Work. 


Everybody's Gardening Paper 


This loved friend and adviser of generations of 
gardening enthusiasts is now quickly re-expanding 
its war-restricted circulation Discriminating 
advertisers have here a great opportunity of book- 
ing space before rates are adjusted accordingly 
Every Established Price 
Saturday 1912 3d 


Publications of 
THE CABLE PRINTING & PUBLISHING CO. LTD 
62 Doughty St.. W.C.1 HOLborn 777! 
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from April 


. AGRICULTURAL 
MACHINERY JOURNAL, both 
home and overseas editions, 
will be published as one issue 
and will appear monthly, 
reaching the trade through- 
out the U.K. and the World. 


Read everywhere by 
agricultural implement 
deslers, tractor dealers, 
manufacturers, agents 
and engineers. 


Specialises in full reports 
of all new machinery, 
semeserenens and ane 
Edited by J Besk: 

B.Sc. (Eng.), AMIDAL 


The perfect medium for 
advertising to the trade 
agricultural implements; 
tractors, trailers and 
vehicles; tyres, sparking 
plugs and spares; dairy 
and poultry uipment; 
refrigerating plant, etc; 
horticultural cools, etc; 
engines 
motors; 
compressors; 
equipment 


servicing 
fuels, oils 


of all kinds. 


PAGE SIZE 10*x7" 
SCREEN 120 
COLOUR PAGES 


e 
Specimen Copy and Rates on 
App ication 
a 


GORDON JACKSON 
ADVERTISEMENT MANAGER 


AGRICULTURAL 


MACHINERY JOURNAL 


| DORSET BUILDINGS, 
SALISBURY SQUARE, 
LONDON E.C.4 
TELEPHONE ; CENTRAL 1555 (7 LINES) 
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the largest industries in 

Britain, and the agricul- 
tural Press serves a community 
comprising a great market which 
has yet to be fully exploited. 

The agricultural journals of 
both general and specialised ap- 
peal provide the best medium for 
reaching this market with cam- 
paigns to sell products and equip- 
ment peculiar to farming. 

The agricultural Press can be 
classified into clearly divided sec- 
| tions, First, there are the two 
| national journals of general ap- 
peal, The Farmers Weekly and 
Farmer and Stockbreeder. Com- 
petition between these two pub- 
lications pre-eminent in their 
field has created interested specu- 
lation in the publishing world for 
some years. What is the state of 
the battle to-day? Honours 
appear to be even. 
| Describing itself as “the voice 
| of progressive farming for 105 
| years,” Farmer and Stockbreeder 

claims “circulation pre - war 
guaranteed in excess of 100,000 
copies weekly; present day circu- 
| Jation guaranteed in excess of 
| 125,900 copies weekly.” 
| The Farmers Weekly claims: 
“Circulation 1938-39, over 

100,000 A.B.C. 1950, guaranteed 
over 125,000 copies.” 

The Smallholder is another 
journal of general appeal to the 


‘ GRICULTURE is one of 


MR. 
SPACE BUYER! 


—we publish MONTHLY 
The 
Beds & Hunts Farmer 
Hertfordshire Farmer 


Warwickshire Farmer 
(N.F.U. County Journals) 


7 
and QUARTERLY 
The 
BedfordshireMagazine 


Luton Commerce & 
Trade journal 


Specimens, etc. on request to 
THE 


LEAGRAVE PRESS L"°- 


LUTON 
HOLBORN 440! 


LUTON 2525 


Specialised Journals Have 
Power In A Growing Market 


agricultural community. It occu- 
pies a unique position in the field 
of agricultural and horticultural 
publications owing to the very 
wide range of interests for which 
it caters. It is the acknowledged 
organ of small farmers and small- 
holders 

The outstanding success of this 
journal in its wide field is 
evidenced by the steady rise in 
circulation. Standing now at over 
209,000, it is nearly four times 
the pre-war figure and still rising. 

There is also a wide range of 
specialised journals dealing with 
various aspects of farming. 

The Dairy Farmer is designed 
to appeal exclusively to those 
engaged in this important section 
of agriculture. 


Since 100,000 of Britain's 
160,000 dairy farmers keep 
fewer than 15 cows, every 


issue includes articles and special 
features written in a popular and 
interesting style to appeal par- 
ticularly to the medium and small 
dairy farmer. 


Catering For 
Many Needs 


The Dairy Shorthorn Journal 
falls into the same category, al- 
though its field is somewhat nar- 
rower. It is published for the 
benefit of members of the Short- 
horn Society. Journals of this 
kind naturally have specialised 
circulations—in this case it is 
3,500, a 25 per cent increase since 
January 1949—but their influence 
is great in a restricted field. 

Poultry keepers of all grades 
are well covered for with journals, 
among which are Poultry Farmer, 
Poultry World, Poultry, Modern 
Poultry Keeping and Poultry In- 
dustry. Circulations range from 
a few thousands an issue up to 
nearly 55,000. 

Poultry World (54,270 weekly) 
and Poultry (45,450) have fairly 
general appeal 

Modern Poultry Keeping, the 
organ of the Poultry Association 
of Great Britain, is read by 
poultry breeders, commercial egg 


producers and many = small 
poultry-keepers 

Poultry Farmer claims the 
largest certified net sale of any 
poultry journal—over 44,000 
copies weekly. The paper 


adopted its present title in the 
early days of the war, dropping 
the old name Feathered World. 

Other journals, such as the 
Beekeepers’ Record, cater equally 
well for those engaged in the 
various specialised aspects of 
farming and offer the ideal 
medium for advertising special 
equipment. 

The Pig 


Breeders’ Gazette, 
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Pulling 


issued by the National 
Breeders’ Association, 
6,000 members, compared with 
2,000 pre-war. Despite this in- 
creased readership, advertisement 
rates have risen only slightly 

Agricultural development 
hastened by the war and the con- 
sequent urgent necessity for 
home production led to mechan- 
isation, This aspect of agricul- 
ture is catered for by such 
journals as British Farm Mechan- 
ization (circulation 15,000) and 
The Agricultural Machinery 
Journal, 

This is a section of the agricul- 
tural Press which is developing 
to keep pace with the changing 
methods of modern farming. The 
Agricultural Machinery Journal 
was first published just over three 
years ago. Now it claims to be 
“indispensable to all who sell to 
the farmer, whether they be agent, 
engineer, ironmonger or black- 
smith.” 

The first issue of British Farm 
Mechanization will appear in 
April. Hitherto, it has been 
known as Farm Mechanization. 
The policy of this journal is to 
form a link between agricultural! 
and engineering interests, 

Another group of journals are 
designed for county appeal. 
Some of them reflect the views 
and report the activities of the 
National Farmers Union. This 
gives them prestige in their areas, 
and they are thus a valuable 
medium for localised appeals 
Among them are the Beds and 


Pig 
reaches 


Hunts Farmer, Warwickshire 
Farmer and Hertfordshire 
Farmer. 


What kind of circulations have 
these localised journals? Essex 
Farmers’ Journal, for instance, 
has a circulation of 4,700, com- 
pared with 3,500 pre-war. Adver- 
tisement rate is £11 a page against 
£8 


Also influentia! in its field, is the 
Surrey-Sussex Farmer, first pub- 
lished in its present form in 1947 
In its way, it is unique. Pub 
lished from a farm, edited by a 
farmer, it is “completely indepen 
dent in policy and outlook.” 

In a wider sense the farming 
community is served by the well 
established county newspapers 
These are an important feature 
of country life. Read by every- 
one from gentleman farmer to 
farm labourer, they are, perhaps. 
the ideal medium for every type 
of advertising designed to reach 
this vast market. 

Another group of journals have 
a limited specialist appeal. Health 
and The Soil, first published in 
the summer of 1948, is a quarterly 
designed to appeal to “those 
interested in a healthy soil and its 
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THE Norwich Mercury SERIES = “STREET 
69,443 mt 


(ABC JULY-DEC. 1949) 


Full 
particulars 
from the 
Advertisement 


iH 


Manager 
NORWICH 


YARMOUTH 


Head Office : 
57 LONDON 
= STREET 


p CARDS IN NORFOLK“ 
NORTH SUFFOLK 


LOWESTOFT@ 


MMe 


London Office : 


15! 
FLEET 


A Great Institution 


Just as the village is the natural centre of social life in 
the country community, so the Hampshire Telegraph and 
Post is the family newspaper, recording the daily pattern 
of life in the rural areas of Hampshire and West Sussex. 
The full measure of its great influence can be judged by 
the volume of Local and National Advertising carried. 


WEEKLY 27,567 NET SALE 


THE SOIL IS RICH, YOUR ADVERTISING WILL YIELD 
GOOD RESULTS IF YOU TAKE SPACE NOW IN THE 


HAMPSHIRE 
TELEGRAPH 
& POST 


LONCON 
OFFICE 

85 FLEET 
ST. E.C.4 
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THE HOME 


FARMER 


OFFICIAL ORGAN OF THE MILK MARKETING BOARD 


guaranteed circulation 
160,000 monthly 
to all Dairy Farmers 
in England & Wales 


ADVERTISING DEPT. SAMSON CLARK & CO LTD 
57-61 MORTIMER ST., LONDON W.! + MUSEUM 5050 
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CAMBRIDGESHIRE TIMES 


62,652 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


LONDON OFFICE: 69, FLEET STREET 
Tele - Central 9353 


July To Dec. 
A.B.C. Figures 


Copies 
Weekly 


WEEKLY NET SALES EXCEED 


. 31,000 
$ 
: 


Advertising rates on application 


Highest Circulation in 60 years as 
the official organ of the meat trade 


|| Meat Trades Fournal 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 
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| ** BRITISH BEE JOURNAL ”’ 


| + BEE-KEEPERS” RECORD” 


Reaching the agriculturist, horticulturist and stock breeder 


Write for particulars to: 
Advertising Manager, “ British Bee Journal,” 1, Gough Square, 
London, E.C.4 


( PAPER THAT 
GETS HOME 


TO THE FARMERS! 


Estimated coverage 
Surrey 7$°, Sussex 50°, 
Bulk of sale by direct 

subscription 


SURREY-SUSSEX FARMER 


SOMERSET FARM ~- CRANLEIGH 


SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD CROYOON 
42001 cCcOoOmee 3:4 +6 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
EXPRESS ¢ 
DELIVERY 


THERE 15 NO SUBSTITUTE for EXPERIENCE 


SURREY Tel: SSS 
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relationship to the world food 
supply.” 

Circulation does not mean 
everything with this type of 
journal. The Empire Journal of 
Experimental Agriculture, pub- 
lished by Oxford University Press, 
circulates only 925 copies per 
issue, but subscribers are mainly 
home and overseas agricultural 
research workers who form a 
smal! but important market 

Journal with a 10,000 circula- 
tion and a special message is The 
Farmer, devoted to the advocacy 
of “a return to natural basic 
principles of farming and living. 


and opposition to artificial 
methods.” 
Also of general appeal is 


Farming, the “journal of agricul- 
tural progress.” 

Special service to the horticul- 
turist is given by Nurseryman and 
Seedsman, subscriptions for which 
are restricted to proprietors and 
principals of firms within the in- 
dustry. This type of journal is 
invaluable as an advertising 
medium for all kinds of nursery 
stock and equipment. 

A survey of a cross section of 
the agricultural Press would be 
incomplete without reference to 
publications catering for the back 
garden farmer. Typical of a com- 
prehensive range is Garden Work 
for Amateurs, founded in 1912 
“to serve as a helpful friend and 
adviser to amateur gardeners.” 

Many of the leading agricul- 
tural journals provide special! ser- 
vices for their readers which 
engender a close relationship be- 
tween magazine and reader. The 
Dairy Farmer has a free informa- 
tion service; Poultry World has 
an advisory bureau and veterinary 
service; The Farmers Weekly 
gives outstanding services to its 
readers. A thousand farmers’ 
problems are solved every month 
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It is such services as these 
which give journals media value 
in excess of their circulations, and 
guarantee readership far greater 
than net sales. The Dairy Farmer 
for example, has a sale of 27.000 
copies a month, but readership 
iS estimated at 45,000 

Circulation is not always con- 
fined to Britain either. The 
Dairy Shorthorn Journal has sub- 
scribers in South Africa, New 
Zealand, U.S.A., Canada, Kenya, 
Australia and Eire. The Agricul- 
tural Machinery Journal has over 
seas editions circulating in 130 
countries and provinces through- 
out the world. 

In the main, these journals are 
an ideal medium for selling cam- 
paigns for supplies and equip- 
ment for agriculture and farming, 
but some of them carry a limited 
amount of general advertising 
The Farmers Weekly carries 
about 15 per cent household and 
domestic appeal advertisements; 
Farmer & Stockbreeder has a 
small section of national and non- 
agricultural business. 

The distributive trades are 
equally well served by such 
publications as the Meat Trades 
Journal (“highest circulation 
in 60 years as the official 
organ of the meat trade”), Fruir 
Trades’ Journal (covering fruit 
growing, importing. wholesaling 
and retailing), and The Dairyman 

first published in 1879 when 
cows grazed not far from Fleet 
Street 

The conclusion to be drawn 
from this survey of a section of 
the Press which serves the great 
industry providing food for the 
people is that there is available 
in this field a medium for every 
type of advertising appeal. Its 
chief value is the esteem in which 
it is held by those it serves—the 
vast farming community... W.A ¢ 


Prosperity On The Land 


(Continued from page 429) 


carried out for Hulton’s Press, 
two-thirds of al] farmers run at 
least one car, and of those farming 
100 acres and more, nearly nine 
out of ten own cars 

But again it is the women who 
are setting the pace of demand 
for consumer goods. Farmers’ 
wives usually have the dual job 
of running a home, and taking 
part in the work of the farm, 
whether in the fields or in such 
activities as keeping accounts and 
records. They usually lack suffi- 
cient domestic help, and most of 
them have to live in houses with 
out main electricity or gas. More 
than ever therefore, they demand 
labour-saving equipment; efficient 
cooking, heating and cleaning 
facilities, and they will demand 
high quality in these things. 

Whether it is machinery for the 
farm itself, or equipment for the 
farmhouse, farming people will 


pay for quality and durability 


They have not a plumber or elec- 
trician round the corner as in the 
towns. Farmers have to be more 
independent of outside help in 
their everyday working difficul- 
ties. 

As most tradespeople in rural 
areas will testify, the greater 
prosperity in farming is being re- 
flected in demand for all kinds of 
other consumer goods quite 
apart from those essential to farm 
and home. Many urban tastes 
and ideas of dress have pene- 
trated far into the farming com- 
munity 

Farming is not a localised in- 
dustry. Its prosperity is felt in 
all countries in the kingdom. At 
present that prosperity is high 
And whatever shades of Govern 
ment are in power during the 
next generation, the economic 
needs of the country will make 
it necessary to maintain a high 
level of efficient food production 
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deep into 


your Market 


As irresistibly as the searing flame of an acetylene 
cutter, each of the Home and Overseas journalsYof The National Trade Press 


Ltd., concentrates the full force of your advertising message on specialised 


=a ll ae 
7 : 


markets. Space in these journals commands the interested attention of influential 
buyers in their respective trades, at home and in dollar and other world markets. 
The progressive editorial policy and the fine presentation of these journals— 


most of them profusely illustrated in colour—have earned them acknowledged 


leadership among trade press media. Why not include them on your next schedule ? 


ADVERTISE TO THOSE WHO BUY 


Through the publications of 


The National Trade Press Ltd. 
(INCORPORATING HEYWOOD & COMPANY LTD.) 


For details of space apply to the Advertisement Director 


Drury House, Russell Street, London, W.C.2 Phone: TEMple Bar 3422 (17 lines) 


Fasmons & Fabrics Oversea . Furmshings from Britain Leadersp of British Footwear 


Overseas Watchmaker, Jeweller & Silversmith . Style far Men Overseas Brinsh Poowwear Leathers Advernang Gr Marketmg Remen 


Stevie for Men ‘ Footwear a The Laundry Journal ° Confectionery News British Shoeman The Laundry Record 


Fashions & Fabrics . Fur mshong , The Watchmaker, Jeweller & Silversmith . The Dyer ‘ Tobacco World 
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OVER 100 NATIONAL ADVERTISERS HAVE POOKED SPACE FOR 18th MARCH INCLUDING :— 


CLoTHING: 


Aertex, British Nylon Spinners, Essex 
Hosiery, Swallow, Wakefield Shirt. 


ConFECTIONERY & TOBACCO: 


Capstan, Chocolat Menier, de Reszke, 
du Mauricr, Mackintosh’s Quality Street. 


Cyctes, ETc.: 


Aberdale Cycles, Berkeley Caravans, Philips 
Cycles, Raleigh Cycles, Richards Prams. 


ELectRICAL: 


Ada, Bendix, Frigidaire, Goblin Cleaner, 
Goblin Clocks, Hoover, Simplex. 


FasHIon: 


Cherry Coats, Mornessa. 


Footwear: 


Barratts, Cherry Blossom, Meltonian, Norvic, 


Portland Shoes. 


FurnisHINGs: 


Antler Cases, Clayton Mayers, Peter Shep- 


herd Carpeting. 


Groceries: 

Cadbury, Chivers, Creamola, Cromessol, 
Flag Sauce, Harpic, Ino Flakes, Jacobs, 
Jaffajuce, Lifeguard, Lux, Nestlés, Peek 
Frean, Persil, Vim, Weetabix. 


[RONMONGERY - 

Alabastine, Dura-Glit, Ekcomatic, Everhot 
Ware, Kieenoff, Rodine, Sherwood’s Paint, 
Walpamur. 


PHARMACEUTICALS: 

Alka Seltzer, Allenbury, Aspro, Astral, 
Bandbox, Beechams, Beltona, Brylfoam, 
Carters, Dettol, Drene, Dolcin, Elastoplast, 
Germolene, Goya, Haliborange, Horlicks, 
Hudnut, Kolynos, Lucozade, Macleans, 
Ovaltine, Owbridge, Pepsodent, Potter & 
Clarke, Prestoband, Sanatogen, Silvikrin, 
Simpkin, Tokalon, Tryst, Valderma, 
Whitecroft Pins, Yeastvite, Zambuk. 


Wines, Spirits « Beers: 
Burgoyne, Courvoisier, Daws, Emu Wine, 
Flowers Ale, Martell Brandy, Myers Rum, 


Sandeman, Sherry Shippers, Wincarnis, 


Worthington, 


F. A. GRAY, ADVERTISEMENT MANAGER, 
HULTON PRESS LIMITED, 
43-44 SHOE LANE, LONDON, E.C.4, 
TELEPHONE: CENTRAL 7400, 
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HE object of any indus- 

trial sponsored film is to 

bring a return for the out- 
lay involved, whether it be a 
direct return by increased sales, 
or an indirect return by the 
creation of goodwill or the 
enhancement of prestige. Before 
one can take any active steps in 
the production of any film, it is 
therefore of first importance that 
the audience at which it is 
desired to aim should be clearly 
defined, both as regards type and 
potential probable size, since 
these factors will contro! not only 
the character of the film, but also 
the production methods to be 
adopted. 

Distribution of sponsored in 
dustrial films is probably best 
effected in most cases by 16 mm 
non-theatrical showings, and 
propose to confine my discussion 
to cases where this is so, and 
to put forward a few views on 
the vexed question as to whether 
production for 16 mm. showing 
should be directly in 16 mm. or 
in 35 mm. with copies for show 
ing made by reduction printing 

Audiences for industrial films 
vary widely, and range from 
trade audiences of potential and 
actual customers of the sponsor, 
to purely technical audiences 
The type of film designed to 
appeal to such a range of audi 
ences will, of course, also vary 
equally widely, from the prestige 
film employing all the resources 
of modern motion picture pro- 
duction, to the record or research 
type of film, where the main 
interest is in the matter shown 
All films should, of course, be 
presented well, and it is here 
that the question of 16 mm 
versus 35 mm. arises 

A general comparison between 
35 mm. and 16 mm. covering 
both black and white and colour 
is not possible, since colour pre 
sents its own special problems 
These will, therefore, be con 
sidered separately 

The standards of production 
and presentation attained to-day 
in the modern cinema are ex 
tremely high. It is, therefore, 
obvious that where a sponsored 
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COMMERCIAL FILMS 


Denis Ward, managing director of Technical and Scientific Films 
Ltd., recommends films in 35 mm. for sales and prestige purposes. 
For conveying technical information, or for research, or where 
the audience is limited, 16 mm. is preferable. Use of colour must 
be decided in each individual case. 


WHICH 
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film is to appeal to an audience 
of business people for prestige 
purposes, the standard of produc 
tion must be equally high, since 
this is the normal to which the 
audience will be accustomed, and 
any falling off from this will tend 
to diminish the standing and 
prestige of the sponsor in the 
eyes of the audience rather than 
enhance it. It is even more vital 
for a prestige industrial film that 
polish in production should be 
maintained since the actual pro- 
jection of the film, taking place 
on 16 mm., will not tend to im 
prove presentation 

It is my opinion that, in the 
present state of development of 
film production, the desired 
polish in production can only be 
ensured if the original produc 
tion is carried out on 35 mm 
film. 


Ensuring Polished 

Productions 

A few words of explanation as 
to why this is so are perhaps 
necessary. It is true to say, of 
course, that if a scene is filmed 
in direct 16 mm., and the same 
scene is filmed in 35 mm. and 
reduction printed, and the results, 
as two photographs of the same 
scene, are compared by side by 
side projection, the direct 16 mm 
may appear as good as, or even 
sometimes a little better than the 
reduction print, although gener 
ally speaking, there will be little 
to choose between them A 
comparison of individual scenes 
however, as regards their photo- 
graphic merit only, bears little 
relation to polish of production 
as a whole, and several other 
factors enter into consideration 

The simple fact is that at the 
present time, the necessary re 
sources for full scale polished 
production are not yet satisfac 
torily available in 16 mm. It is 
not possible to prepare duplicate 
negatives, or duplicate master 
reversal positive prints of the 
same degree of excellence as is 
possible for the corresponding 
fine grain negatives and prints in 
38 mm.. consequently it is not 
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mm. OR 16 mm.? 


possible to produce optical 
effects, such as fades, dissolves, 
wipes, superimpositions, and so 
on, of the same standard as is 
possible in 35 mm. Further, be- 
cause of this same factor, it is 
not possible to insure adequately 
against damage to originals by 
the use of dupes in direct 16 mm 
production, unless some photo- 
graphic quality is at the same 
time sacrificed. To dispense with 
optical effects made after photo- 
graphy has been completed, 
either means limitations in plan- 
ning the script, or unnecessarily 
cumbersome procedure during 
production. In editing film, how- 
ever much care is taken, it is 
not generally possible to ensure 
entirely invisible joins between 
scenes, and as for sound record- 
ing, although good quality direct 
16 mm. recording 1s available, 
one is often forced into 35 mm 
recording, even with a direct 
16 mm, production, if multiple 
effects and overlaid music as well 
as dialogue and commentary are 
required 

This situation, of course, may 
change in part or whole at any 
time, as and when new facilities 
for 16 mm. production become 
available, and any producer who 
is making films for 16 mm 
release will naturally keep him- 
self fully informed of such 
developments. 


It will be seen from the above, 


that 16 mm. therefore possesses 
certain limitations as compared 
with 35 mm. production, but it 


might be held that it is justifiable 
to accept these limitations. A 
further important factor must be 
borne in mind, however, and that 
is cost. Were the cost of 16 mm 
to be considerably less than that 
of 35 mm., acceptance might be 
justifiable, but the fact is that the 
difference is not as great as is 
often imagined 


Investigation and scripting costs 
are the same, whatever medium 


is finally adopted; direction 
costs are the same: lighting costs 
are similar, editing costs may 


sometimes be even higher, be- 
cause of the extra trouble of 


handling the narrow gauge film, 
and although recording costs may 
be lower, taken by and large, the 
only place where any real saving 
occurs is in tne cost of the film 
stock itself, and in the cost of 
fine grain duplicate prints, which 
for reasons stated above, are not 
very desirable in 16 mm 

A further saving sometimes 
results because if a film is 
planned for 16 mm. production. 
it is usually, for the above rea- 
sons, planned in a somewhat 
simpler style than if it were to 
be undertaken in 35 mm. Unless, 
therefore, cost is of first import- 
ance, it is generally better to 
proceed with the film as a 
35 mm. production, rather than 
to suffer the disadvantages of 
16 mm. production. 

With films of the research or 
record type, a high degree of 
polish in presentation is often not 
so important a factor, and in 
these cases 16 mm. production 
often gives all that is required, 
especially also as the potential 
audiences may be smaller. Indeed, 
in certain types of laboratory 
record work, a 16 mm. camera 
may, by virtue of its very size 
and ease of manipulation, enable 
records to be made that might 
otherwise be more difficult if not 
impossible. One might particu- 
larly mention here, that it is 
possible in 16 mm. to obtain 
ultra slow motion effects with an 
ease which is not generally 
feasible in 35 mm 


Production In 

Colour 

In the production of colour 
films, the situation is different 
for two main reasons. Firstly, 
35 mm. colour is a comparatively 
expensive medium, whilst 16 mm 
colour is comparatively inexpen- 
sive. Secondly, although the 
same general factors in produc- 
tion operate in 16 mm. colour, 
because reasonable colour results 
can be obtained, frequently a 
film can be produced. which 
looks attractive compared with 
what would be obtained were 

(Continued on page 440) 
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Through Theatre Publicity's vast organisation an 
arts a ee a advertising film can be distributed in 4,000 cinemas 
as a star BBC personality, is 


throughout the British Isles. Included in these cinemas 
the interviewer-commentator 
Aes is the great chain of magnificent Gaumont-British and 
in the “Players films. 
Odeon Theatres, plus the pick of the Independently owned 
houses. All films made by Theatre Publicity 


are recognised as the finest examples of 


craftsmanship, because of the exceptional quality 
of their production. This quality is achieved 


by a team of expert technicians, art directors, 
film editors, script-writers and camera men. You 
can be sure of the high level of production and 
exhibition of your advertising films when they are 
made and distributed by Theatre Publicity Led. 
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The 
Film Producers 
Guild 


An Association of Producers and 
Distributors of Documentary, 
Industrial, Educational, Scientific 
and National Propaganda Films 


Comprising the following 
Associated Companies: 


VERITY FILMS LIMITED 


: Production 
! 

i , GREENPARK PRODUCTIONS LIMITED 
: Production 


PUBLICITY FILMS LIMITED 


, Production and Distribution 


W. M. LARKINS & CO. LIMITED 


Cartoon, Puppet and Technical Diagram Animation 


SOUND-SERVICES LIMITED 


Mobile Distribution 
Sales and Service 


Equipment 
Library Service 


* 


Enquiries should be addressed to : 


The Secretary, The Film Producers Guild Ltd. 
GUILD HOUSE, UPPER ST. MARTIN’S LANE 
LONDON, WC2 


TEMple Bar $420 


Member of the Assocation of Specielited Film Producers 
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MERTON PARK STUDIOS LIMITED 

r Production and Studios 

H TECHNICAL AND SCIENTIFIC FILMS LIMITED 
: Production 


“Signs Of The Times” 


In Technicolor 


MILESTONE in the history 

of “Signs of the Times,” the 
film magazine, is marked this 
month by the release of a special 
edition produced throughout ia 
technicolor. 


The make-up of the magazine 
follows that which has proved 
effective over 13 years of “Signs 
of the Times” production—three 
45-second advertising items alter- 
nating with three non-commercial 
interest subjects, each introduced 
by a turning page. 


The interest subjects have been 
carefully chosen to take the best 
advantage of technicolor. 
“Painter's Subject” features Flat- 
ford Mill, immortalised in one 
of Constable's famous paintings; 
“Bird Moves” shows flamingoes 
and parrots at the London Zoo; 


The Browns. 
are at the | 
Pictures ! 


Ve // 


a 


So are the Smiths and 
Robinsons OuUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there ! Over 15,000,000* of 
them - or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 


The quality of Presburys’ 
production of films and 
slides is unsurpassed — and, 
what is more, they PULL 


*Besed on 40%, of copecity ottendonce. 


RESULTS! | 


PRESBU RYS 


S. PRESBURY & CO.,LTD | 
GLOUCESTER HOUSE 


} 


| 
| 


19 CHARING CKOSS ROAD, W.C.2 | 


Whitehall 360! 


while “Quai of Paris” brings a 
Continental flavour with the 
colourful stalls along the left 


bank of the Seine. 


Advertising items are contri- 
buted by Horlicks, employing the 
Signal Films Ltd. puppet tech- 
nique: Lux Toilet Soap, for whom 
Valerie Hobson makes a personal 
appearance, and Vim — whose 
story is told with a W. H. Larkins 
Ltd. cartoon. 


The commentary is, as usual, 
by Geoffrey Sumner, and the 
background music, which runs 
from front cover to back page of 
the magazine, is bright through- 
out. 


This venture into full colour 
is timely, for it presents adver- 
tisers with a potent medium at a 
time when harder selling condi- 
tions obtain in most markets. 
Sales messages are presented with 
more force and remembrance 
value than ever before. This 
edition is technically sound, and 


will be favourably received 
wherever it is shown. Congratu- 
lations are due to the producer 


and cameraman for discriminat- 
ing choice of subjects and their 
photography 

This technicolor edition § is 
showing in theatres all over Great 


Britain, including the Granada, 
Southan Morris, Essoldo and 
Moorhouse circuits 

E.A.G. 


WHICH SHALL IT BE? 


35 mm. or 16 mm. 


(Continued from page 438) 
the same film to be produced in 
16 mm. black and white. As it 
is possible to produce a 16 mm 
colour film at a price comparable 
with a 35 mm. black and white 
film, and since a 35 mm. colour 
film may very much more 
than the same film in black and 
white, this factor is of consider 
able importance and in many 
instances will lead to a decision 
in favour of 16 mm. colour, This 
is the big advantage of 16 mm 
colour, and a further point is 
that the photographic image, 
being made of dyestuffs particles 
rather than silver grains, results 
in a comparatively grain-free 
image capable of enlargement 
The disadvantage of 16 mm 
colour mainly lies in a technical 
limitation regarding the size and 
type of areas which can be 
photographed. If economy of 
production is to be maintained, 
large areas in factories cannot be 
photographed, since colour film 
requires considerably more light 
than black and white film, and, 
further, it is not possible to mix 
daylight and artificial light in the 
same scene unless arc lighting is 
used, and the use of arc lighting 
tends to increase costs. 16 mm 
colour is therefore at its best in 
the more intimate type of interior 
subject, or for exterior work. 


cost 
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NEW FILMS REVIEWED 


Paper Chain 


A* industria] film, designed for 
showing to stationers, 
printers, publishers and paper- 
users generally, which shows the 
production of high-quality paper 
from rag, wood pulp and esparto 
grass Filmed at Aberdeen, 
Dartford and Beaconsfield 

In this production a formula 
has been successfully evolved for 
including in onc film the products 
of a number of different firms and 
factories within the same Group. 
The film represents the successful 
combination of humour and fact. 
This is all the more striking be- 
cause of the excellence of the 
photography and direction. Early 
sequences portray some of the 
difficulties of a world without 
paper, and give the director his 
opportunity of introducing 
humour. However, when the film 
gets down to its real purpose it 
loses none of its interest. Wiggins, 
Teape & Co., Ltd., are to be con- 
gratulated on this enterprise. The 
film, made by G.B. Instructional 
Ltd., was written and produced 
by Harold B. Goodwin. 


Save, Baby, Save 
TWDINSCHEWER has every right 

to be gratified with thas first 
film made jointly with Diagram 
Films Ltd... for the National 
Savings Committee The film 
traces rapidly the complete cycle 
of life for the average male, and 
emphasises that financial outlay 
is essential at every major event 
in a man’s life. Items needed at 
the time of these events are 
uniquely transposed from the 
various denominations of savings 
stamps. The colour is refreshing, 
the movement smooth, and the 
score excellent An effective 
screen adaptation of the N.S.C. 
stork poster. 


Cockney Kids 
Adventure 


OAD-SAFETY in lighter 

vein is the object of this 10- 
minute film made for the L.C.C., 
by Film Workshops Ltd., Revnell 
and West (radio's cockney kids), 
set out to instruct a group of 
neighbours’ children in road 
safety Ultimately we have the 
kids doing the right things without 
hesitation, while their elders, 
Ethel and Gracie, argue about 
It is here that the 
moral for the children lies—prac- 
tice the Highway Code even if 
the elders are forgetful at times 


every move 


Should Parents Tell? 


ETS out to emphasise the 

attendant dangers of promis- 
cuous intercourse and to stress 
the importance of enlightened sex 
education. It is for this, among 
other reasons, that the L.C.C. 
have granted a licence for its 
showing to adult audiences 


throughout the Metropolitan 
area. The film pioneers, by way 
of the screen, a vital campaign 
against abortion, by graphically 
revealing the physical and mental 
miseries which may ensue. 

Believing that a large propor- 
tion of these are due, in the first 
case, to ignorance and fear, the 
sponsors of “Should Parents 
Tell?” seek to show the absolute 
necessity of proper sex education 
in the home and in school 
routine. The film is being spon- 
sored by the National Baby Wel- 
fare Council and the British 
Social Hygiene Council, and is 
ae distributed by Eros Films 
Ad. 


Electric Trains 


HIRD film in the series 

“Electric Traction,” this pro- 
duction serves a dual purpose— 
prestige and education. In com- 
pany with its predecessors, 
“Battery Vehicle” and “Trolley- 
bus,” it is available to schools, 
technical institutes and clubs 
through the sponsors’ own film 
library, and is also used by them 
for demonstrating B.T.H. equip- 
ment to municipal authorities, 
engineers and other potential 
customers all over the world. 


Of particular interest are (a) the 
animated diagrams — electrical 
subjects being among the most 
difficult to portray, and (b) the 
underground scenes in Piccadilly 
tube station, which were filmed 
without lights. The film, spon- 
sored by the British Thomson- 
Houston Co., Ltd., was made by 
G.B, Instructional Ltd. 


E.A.G. 


Film Editor Writes 

A wide variety of subjects 
on 16 mm. film are being shown 
at this year’s Ideal Home Exhibi- 
tion. 

For housewives arriving early 
to see cookery demonstrations, 
the Ministry of Food offer “films 
while you wait” on a wall screen. 
Films of topical interest are 
shown with new programmes 
every half hour. 


A coloured animated cartoon 
and a brief tour of their works 
is offered by Achille Serre Ltd. 
A tour of the island's beauty 
spots and historical features may 
be seen at the Isle of Man ex- 
hibit in the Holiday and Travel 
Section. Films illustrating the 
control of rats and mice are 
shown by the Ministry of Agri- 
culture and Fisheries, 

A new 35 mm. film-strip pro- 
jector, which runs off a pocket 
battery and screens pictures on 
the wall or ceiling, and sells for 
15s. complete with two film-strips, 
is shown in the Children's 


Section. 
E.A.G. 


PERSONNEL MANAGEMENT & WELFARE 
flights your message every month to its 
target—your REAL prospective client—at 
the moment he is most likely to be 
persuaded to buy. 

If you sell equipment or supplies for 
industrial use, or offer a service which 
improves output, cuts costs or promotes 
staff efficiency and health, PERSONNEL 
MANAGEMENT & WELFARE will be your 
sales representative in the private offices 
of thousands of top-level executives in 
industries of all kinds... 

The cost of such personal, on-spot repre- 
sentation is small indeed. To hit the 
bulls-eye every time for less than a half- 
penny per whole page per subscriber 
knowing that you've reached your target 
—is surely extremely shrewd space-buying. 


Studied 
every month 
by 17,000 
including :— 
Chairmen 
Managing Directors 
Works Directors 
Personne! Managers 
Welfare Officers 
Medical Officers 
Canteen Managers 


Equipment Buyers 
Public Relations 
Officers 
and other Industrial 
executives 


Published by Trade Chronicles Ltd. 
190 FLEET STREET, LONDON, E.C.4. Tel: CHAncery 6644 
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; 
s = New Hulton j 
a 
Hulton Press announce the f 
7 _ production of a new strip _ 
7 cartoon paper for children. | 
: The first issue will be publish- # 
) ed very shortly. It will accept - 
2 a 
, 1 
‘ Hulton Press Ltd.,43-44 Shoe Lane | 

f 


a strictly limited amount of ad- 
vertising, provided this is in 
keeping with the general edit- 


orial policy. The Advertisement 


Manager will be Reginald Levi. 


London, E.C.4. Tel: Central 7400 
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TRADE & TECHNICAL ADVERTISING 


Technical Publicity: Policy and Practice 


WHAT IS TECHNICAL ADVERTISING? 


F all the parties to the 

advertising contract the 

technical advertiser alone 
is seldom, if ever, heard on the 
subject of his needs. This 
reticence is unusual; it is notably 
absent in the conduct of other 
aspects of the technical adver- 
tisers business and must therefore 
be regarded as some form of 
fixation. Without, however, seek- 
ing to enter the realms of psycho- 
analysis it may be safely asserted 
that this peculiarity largely 
accounts for the lack of atten- 
tion hitherto given to technical 
advertising per se. 

It is the purpose of this and 
subsequent articles to break the 
overlong silence and reveal for 
the benefit of all, the desires and 
needs of the technical advertiser, 
to do so in positive terms, to 
examine such needs in detail, and 
to suggest means whereby they 
may be met, 

In so doing the writer will not 
be stating the case as an official 
spokesman of technical adver- 
tisers organised or unorganised, 
but simply as a technical publi- 
city manager in the light of his 
own experience 

Media will come in for a major 
share of the space, and three 
articles will be devoted to various 
aspects of the problems besetting 
the advertiser, including definite 
proposals which it is hoped willi 
find the technical Press receptive 
Let it be said that there will be 
no carping criticism, only an 
honest attempt at evaluation fol- 
lowed by remedial prescriptions 
compounded to satisfy the needs 
of the advertiser without in any 
way impinging on the legitimate 
aspirations of the technical Press. 

Creative services, including art 
and photography will provide the 
substance of two further articles 
There, agencies and artists will 
receive some notice and food for 
thought, and again a number of 
suggestions will be advanced 

This will bring the series to the 
penultimate article which will be 
devoted to a completely neglected 
subject, neglected not so much 
in that it is seldom if ever dis- 
cussed, but rather in that it has 
no apparent existence in the 
scheme of things With due 
apologies to John Gloag this 
could be entitled “The Missing 
Subject in Advertising Educa- 
tion.” There are no prizes for the 
answer but it will be disclosed in 
due course 

The ultimate article has been 
reserved exclusively for con- 
sideration of the technical adver- 
tiser himself and his attitude 


This month we resume the series of articles on the 
policy and practice of technical advertising. Contribu- 
tor is J. H. MILLER - WHEELER, M.LA.M.A., 
A.M.LE.S., publicity manager, Drysdale & Co., 
Ltd., engineers, Glasgow, who approaches the subject 
from the advertisers’ angle. We believe that this and 
subsequent articles will prove as stimulating and 
informative as those hitherto published. 


wacmrmes 


COMBINE rmese Zt 


Here 


towards advertising 
be dealt with, the negative and 


will 


cynical among top management 
and some means whereby they 
may become less of both, to the 
ultimate advantage of all, includ 
ing themselves 

Before the outlined discourses 
can properly begin, or be ade 
quately understood, it is necessary 
to define such terms as technical 
advertiser and technical advertis 
ing. Several such definitions have 
been made from time to time but 
none have so far received univer 
sal acceptance This is unfor 
tunate and the time is now due 
when agreement should = be 
reached by all sections of the ad 
vertising profession 

It must be admitted that tech 
nical advertising is not easily de 


finable There is no simple 
formula to be set forth in a few 
words, although Mr. N. C. Stone 


ham in his recent article did get 
very close. His definition that a 
technical advertisement is one 
which advertises the goods or 
services provided by one manu 
facturer for use by another is too 


EPICYCLIC GEARS 


fer ALL POWERS ano RATIOS 


The 
product, the adding machine is 
not. 


pump is the technical 


all embracing and would include 
much that cannot properly be 
described as technical, ranging 
from candles to filing cabinets. 

At this point it should perhaps 
be stated that a definite distinc- 
tion is drawn between technical 
and trade, and that while the 
definition just considered would 
adequately cover the combined 
terms, it must be rejected from 
the purely technical point of view. 
Two factors are involved and are 
indeed interrelated in this distinc- 
tion. One concerns the nature of 
the product and the other the cate- 
gory of the potential purchaser 

Before examining the two 
factors let the ground be cleared 
by stating that any product or 
service, irrespective of its nature, 
advertised for sale to the con- 
sumer market is, ipso facto, not 
technical This leaves the field 
normally described as trade and 
technical. Herein lies ambiguity 


and the difficulty of defining in a 
few words that which is trade and 
that which is technical. 

It is not sufficient to say that 
produced by the 


everything 


engineering, electrical, and 
chemical! industries for sale within 
industry ts a technical product. 
A Condensate Extraction Purp 
and an Adding Machine are both 
products of the engineering in- 
dustry, both are for sale within 
industry, but one is a technical 
product in the advertising sense, 
the other is not. 

This is so not because the 
nature of the two products differs 
fundamentally; both are 
machines, in the construction of 
which the laws of the applied 
sciences have been used: but 
because the acquisition and dis- 
position of the two products will 
be determined by two very 
different people each by and from 
a premise of a markedly dis- 
similar order. 

Thus the pump by the tech- 
nician responsible for the con- 
denser installation for a Power 
Station or a ship and the adding 
machine by the office manager of 
probably the same firm. The 
pump is the technical product, 
the adding machine is not. 

By inference this would suggest 
that a technical product is one 
that is made by one technician 
for sale to another technician, 
and this is so nearly correct that 
the temptation exists to accept 
the proposition. Unfortunately, 
however, ail products purchased 
by technicians are not necessarily 
technical although the majority 
undoubtedly are. 


Need For Further 


Qualifications 


It is necessary, therefore, to 
seek yet further qualification, and 
to find this it is necessary to seek 
the uncommon factor. To find 
this, the terminology used by the 
producer in the process of com- 
municating the nature and func- 
tion of the product to the poten- 
tial purchaser must be examined. 

In the case of the pump, it is 
necessary for both producer and 
purchaser to use the language of 
the applied sciences in order to 
communicate and acquire the 
product, but in the case of the 
adding machine no such quali- 
fication is imposed on either 
party. The producer is under no 
obligation to use other than 
normal commercial language in 
order to communicate the nature 
and function of the product, and 
likewise the potential purchaser 
does not need an extensive know- 
ledge of a specialised language to 
acquire the product. 

Thus the uncommon factor is 

(Continued on page 448) 
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ADVERTISER'S WEEKLY 


THE TRADE PRESS 


ade 


Competitions And Press Campaigns Are 
Feature Of Sales War 


DITORIAL reports in the 

trade Press carry many 

expressions of anxiety by 
firms and trade associations 
about rising prices —due in 
many cases to devaluation 
and the possibility of stronger 
public resistance to buying when 
the rises reach consumer stage 
And substance is given to such 
utterances by news of a large 
number of promotional cam- 
paigns and expansion of offers of 
free sales “aids”--all aimed at 
increasing sales. 

* * 

PUBLICITY campaign 

through newspaper adver 
tisements and publicity material 
for shop windows, was launched 
in February by the St 
Crispin’s Guild of Shoe 
Craftsmen, of Kettering, with the 
purpose of guarantecing the 
quality and materials used by its 
members (Shoe & Leather News, 
February 2, also Shoe & Leather 


Record) Selected repairers 
whether members of any trade 
association or not, may take part 
so long as they conform to the 
rules. These consist of a declara 
tion to use good materials, good 
workmanship, and to charge a 
just price, and that they will 
charge a price for the job, and 


not advertise a flat price for jobs 
of similar description. Members 
not satisfying these conditions a 
liable to have the Silver Cir 
isymbol the campaign) 
other advertising materia] with 
drawn. Work and materials will 
he guaranteed to the public, and 
the Guild will compensate cus 
tomers if fail to giv 
reasonable service The adver 
lising campaign, it is stated, will 
place advertisements before 20 
millon will 
new members are 

is to stress “Guaranteed Shoe 
Repairs.” Ad. campaign has been 
prepared by the Guild in conjunc 
tion with Marketing Consultants 
Lid 


of 


members 


merease as 


accepted and 


readers 


TATIONAI 
June 
another opportunity 


Week 


> yore’ to a — (Shoe . His surveys will give news of developments 

cainer ews edrual P| t Py * ‘ : £ s 

is being organised by a Foot in policy and presentation, mention instances of 

Health Educational Bureau, and enterprise, and discuss trends of significance to 

the object is to focus attention of advertising. 

the public on the need for care of 

the feet and footwear, and real 

economy of good shoes well lish a textile centre in the City matter, introduced two-colour 

fitted. Central item is to be an Of London. Reason is—no im ads., and a new cover design with 

exhibition at Central Hall, West- ™ediate prospect of obtaining its January issue 

minster. Extensive advertising in official approval of the plans and * * 

national dailies, Sundays and Permission to start actual build UBLISHERS of Britisi 

provincial papers is planned to ‘98 Operations Scheme was Sports Equipm nt vr O - 

innounce the event. Each ad originally approved at a general “tt tes Pilley ; i Redely 

will carry a circular symbol de trade meeiimg in October 1947 itd. eI sory oe 
“ pH d.—plan to extend in their 1950 

picting a mother and child, with Another competition by d he f l 

the words “National Foot Health Vicars & Poirson Lid—is for ‘° ton Me Soreign Mmgeage ser 


Foot Health 
12 to 17) is 
for the shoe 


Week, June 12 to 17.” sampler embroidery to stimulate 
* * * interest of young people in this 
art, and will be run this year; 


FTVO celebrate 100 years trading 


closes November 30 (Smallwares 


John Cave & Sons Ltd., foot 
wear makers, Rushden, took four February) An attractive pack 
age containing traced sampler, 
colour pages in centre of Febru 
eS lee of Sh - Leathes threads, thimble and instructions 
“ ' Oe ¢ “ 
to h ‘ s, has b » 
News which announced in earlier oa learners, ha — - 
issuc, that the trade’s BT.A a . 
Gazette is to be enlarged to 52 - 
pages, SERVICE retailers like is 
“ * sal advertised in Drapers 
(;" IT token scheme for men’s Record by Smith & Nephew 
N wear was announced in (Manchester) Ltd. on two centre 
Men's Wear (February 25), to art pages. They offer, free, six 


boost sales of gift lines through 


out the year Sponsored by glance the 
National Association of Qut 
fitters, the plan is expected to be children of d 


ready for launching at Easter 
Men's Hat 


advertised on 2 pages 


the same 
notion Lid 


issuc 


In 
Pro n ad 


In Drapers’ Rec« 


1 men’s hat window contest \ Rylands & Sons 
new Hat for Spring,” ts the theme took two colour 
ind participants are asked to 

keep their window display in February 18 isst 


ifferent 


copies of a chart which gives at a 
appropriate 


B.S.1 
size numbers for garments to fit 


heights 


Chart is reproduced in the ad 
manager's dream this! 


wd (February 4), 


Lid 
pages 


to 


tise woven check Ginghams 


Manchester 
adver 


In 


ie, it iS reported 


position for at least one week that within three days of the ad 
between March 27 and April 29 ippearing 150,000 yards were 
£600 in prizes is béing offered sold and orders for a further 
and a selection of display materia ralf-million vards received 
is being sent out in March. Ties * * 
up with national Press advertising 

Along with other textile papers pion. & LIGHTING, founded 
Men's Wear carries the decision 908. and which publishes 
of the Textile Centre Committee monthly, articles on all lighting 
to plans to estab ipplications, increased its editorial 


FOUNDES 19 


ORES 
SCRAP 


rhandon thet 


al dasses 
METALS 


Che etal Bulletin | | 
ler 


Essentially a paper for Executives | 


(e} x Sb: ¢, 


For further porticulars and Rate Card apply :-— 
Advertisement Manager, Birkett House, 
London, WI 


27, Albemarle St, 


Phone: 


REG 5805 


Production 
Processing 
Testing 
laspecting 
Finishing 


, 
’ 
we Bairisn 
/ MUST CARRY 
_ 
THE KENNEDY PRESS LTO. 31 
LONDON OPFICcE at seoroao 


vice 


introduced 


in 


the 


A new feature in which SCRUTINEER will review 
each month what is happening in the Trade Press. 


1949 


edition. In addition to an editorial 
paragraph dealing with the back- 
ground and products of each ad- 


vertiser, 
French and Spanish, 


printed 


in 


English. 


there is to 


be a list of classified headings of 
goods and accessories printed in 
English, with a key to them in 
French, Spanish, Dutch, Danish, 
and Swedish. 


* 


Reclamation 


* 
ASTE & 
Trades Review, 
by Waste Trades 


ruary 


by 84 in., 


the 


as 


views 
section 


published 


Review Ltd.. 
made its first appearance in Feb 


international 


conditions 
the trade 
are 


Having a format of 11 in 
it also describes itself 
bi-lingual 
journal of the waste trades 
on 
of 
countries 

preview in French 


Re- 
in every 
in many 


included, with 


* 


ESPITE decision of Ministry 
of Food to decontrol distri- 


bution of fish, 
it is possible 
continue 

nutritional 
co-operation of t 
ilso that 


Friers 
of the 


to 


it shares 


Review 


(Continued 


of ferrous or 
non-ferrous 
metals 


KING STREET WEST 


sreter 


METALLURGIA 


LOnoOoNn 


reasons 


as from 
the 


April 15 


Ministry will 


publicise 


ind 


fish for 


ask for 


industry and 


in cost 
February) 
associations in the industry 


PARC 


(Fish 
Some 


448) 


a —— age 
If the product involves... . 


YOUR ADVERTISING MESSAGE 


wee 


MANCHESTER 3 


™.! 


4 i 
cc — e oe 
% ee .: 
; 
o : 
“ye , - 
ey 

a | 
~ a F 
_ a 
: ' 
A | 
por — 

3 ‘ ran 
1 | 
4 ee _ - 
. ‘ v4 . 
a — 

: _ 
is | a 

ie Ae Sed - 
ag \@tesias _ S| ‘ 

* oat ed 

x \ “Oe 

; ss J | 

fe pot | a 
b Pov ts 

; = —_—- a OO ee 
ie oe “ 
; aS 


March 9, 1950 


Have youa 
product or 
Service to offer 
EXPORTERS ? 


if you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 
our name before the 
Eapore Managers of all 
the principal British 
Manufacturers 
the monthly aper 
which keeps the Goer 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication wt ich is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


Specimen copy and advertising rates 
will be sent on application to 


THE MERCHANT SHIPPER 
26-28 Billiter St., London, 


Phone : Roya! 5322 


RIDLEY’S 
CIRCULAR 
- 


Circulates all over U.K. and 
in many Overseas Countries 
Best medium for wines, spirits 
and allied products 

For Specimen Copy and Rate Card 

Apply: 

-, LONDON, E.C4 
Phone: Mansion House 2910-6100 


A new technica! 
journal 


THE 
WATER & SANITARY 
ENGINEER 


will be published monthly com- 
mencing with the May 1950 issue. 
it will be devoted to water engineer- 
ing and supply, sewage purification, 
drainage and river works. Full 
details and rates are now available 
and our representative will be 
pleased to cali at any time to 
discuss this publication. Please ring 
MONarch 154! or write to 

32 FINSBURY SQUARE, LONDON, E.C.2 


Technical Publicity Needs 
Putting On The Map 


By J. M. 
question of 


HE whole 
technical advertising 
appears to be wrapped up 


in the degree of technicality of 
the account; in what the adver- 
tiser expects of his agency and 
what measure of co-operation he 
is prepared to extend to that 
agency. 

It is fantastic for any technical 
advertiser to expect an agency's 
copywriters to be as well versed 
in the technicalities of his pro- 
ducts, processes or services, as 
are his own chemists and tech- 
nicians. It is equally fantastic 
for him to expect an agency to 
interpret these products or ser- 
vices accurately and with fidelity 
unless he takes that agency fully 
into his confidence and provides 
complete technical information 
and every possible guidance 

This means that the advertis- 
ing Manager must play a more 
active part in the actual prepara- 
tion of matter than his opposite 
number in the consumer ficid 
Are advertising managers of 
technical accounts generally pre- 
pared to do this and to give the 
agency every chance of succeed- 


ing in handling these difficult 
accounts? 1 don't know 
Do many “technical” adver- 


users even have advertising man- 
agers, schooled in agencies, who 
understand agency requirements? 
I don’t know. But | am sure that 


this is more important § than 
academic enginecring, or like 
qualifications. The company’s 


chemists or technicians are al 
ways available to provide ac 
curate information and to check 
announcements. The interpreta- 
tion of that information § to 
readers calls, not necessarily for 
intrinsic technical knowledge, but 
for quick appreciation and the 
ability to present salient facts. 
Even if, through prejudice, or 
as a result of experience, an ad 


vertiser insists that an agency 
cannot adequately handle his 
account im its entirety, it 16 sur- 
prising that agencies are not 
more widely used simply as 


media, design and production de 
partments. The objection here 
appears to be the service fee 
This seems a narrow objection. 
because if the fee is compared 
with the cost of maintaining one's 
own art and production depart 
ments, it will be generally found 
to répresent a small proportion 
of that cost. Added to that, the 
advertiser has at his disposal a 
team of designers, artists and ad 
vertising technicians that he could 
not afford to employ in his own 
department. 

Recent investigation of this 
matter revealed that our own 


Williams 


staff would have to be doubled 
were we to undertake every phase 
of production. The cost would 
have been more than double the 
existing agency service fee. Costs 


apart, the standard of material 
was hardly likely to improve 
since the same men would be 
working on the same accounts 


all the time. In any case, these 
men could not be top-ranking 
specialists such as our agency 
employs. Finally, a great fund of 


Mistrust of agencies persists 
in the minds of many technical 
advertisers, asserts the writer of 
this article. Having examined 
the reasons for this, he sug- 
gests that advertising organi- 
sations should define the status 
of technical agencies. 


marketing experience is available 
at the agency, whose expert and 
valuable advice on policy matters 
would have otherwise been 
closed 

Is it really felt by advertisers 
that the advertisement pages of 
technical journals necessarily re- 
present a complete vindication of 
home-brewed™ advertising? j 
think not. As T. K. Nichol once 
remarked, “much of the present 
sales literature and advertising 
still adopts the style and fashion 
of twenty-five years ago.” 

This state of affairs will per 
sist because of the mistrust of 
agencies which exists in 
minds of many technical 
users. That mistrust is unlikely 
to be dispelled until the self 
styled technical agencies become 
what they claim to be, and deal 
exclusively in technical advertis- 
ing. That is, however, the stage 
to be reached if “technical” 
agencies are to uphold the im 
plied professional status, 
before they can expect whole- 
hearted acceptance The cry is 
bound to go up “It would never 
pay!” All right. Let these special- 
ists command an adequate service 
fee. But let it be a fee on a 
sliding scale according to gross 
expenditure 

Present-day discrepancies in 
service fees is one of the most 
perplexing problems to the ad- 
vertiser secking an agent. I know 
of one advertiser prepared to pay 
20 per cent, another who pays a 
quarter of that. Sooner or ee 
this fee question will have to be 


(Continued on page 448) 


and | 


ADVERTISER'S WEEKLY 


SCIENTIFIC 
PUBLICITY LTD 


are using 


” SMITHS 


HYLOTHERM™MS 
(By the mokers of famous Smiths * Sectric’ 
Clocks) 


to reach those menufacturers who 
must be constantly on guard 
against damaging temperature varia- 
tions. Smithy HYLOTHERMS 
record with certainty the maximum 
and minimum temperatures over any 


periods. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PETROLEUM 


A monthly journal covering 
Production; Refining; Storage; 
Distribution. PETROLEUM 
is read by technologists 
throughout the world. 
LEONARD HILL TECHNICAL GROUP 
Manufacturing Chemist — World Crops 
Petroleum — aint Manufecture) 
Muck Shifter—Chemica! Engineering 
Building Digest — Pood jacture 
Fibres — Pottery & Glass — Atomics. 
All published at: 
17 Stratford Place, W.1 


Specimen copies on request 
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ADVERTISER'S WEEKLY 


* This Buyers” 
Reference Book 
will be circulated 
in seventy-four 


overseas markets 


Every subscriber to the Pottery 


f . Gazette will receive a copy—it ts 

Mo. ae) al acknowledged throughout the world as an 

le ail infallible aid to buyers of glass, pottery and 
kK i fancy goods, who refer to its lists and advertise 


ment pages throughout the entire year. An advertise 
ment has twelve months life and guarantees world wide 
publicity 


CLOSING DATES Four Colour: May 1st, Two Colour 


Black June Wth 
*The only complete buyers’ guide to British pottery and glassware—Estd. 1870 


The POTTERY GAZETTE and Glass Trade Review 
REFERENCE BOOK 
& DIRECTORY, 1951 


EC4 


June Sth 
only 


Full Details from & - Ludgate Broadway - London 


ESTABLISHED 79 YEARS 


Is it Building 
or Civil Engineering ? 


With the removal of newsprint restrictions 
the already large circulation of thix building 
and civil engineering newspaper is jumping 
by thousands each month. More and more 


* 


The National Weekly 


Independent and 
hundreds of contractors and others connected Nen-Political News 
with these industries are now able to boy paper with a record 


of 80 vears service to 
the Ladustry 


* 


their very own weekly the one that «pecial- 


ines in presenting a comprehensive survey of 
the present and future in the Building and 
Civil Engineering World. 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, EC 4 TEL. CENTRAL 1328, 3426 
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TRADE & TECHNICAL ADVERTISING 


Marcu 9, 1950 


What is Technical Advertising ? 


(Continued from page 444) 


the terminology of 
sciences and in it 
final qualification 


the applied 
is found the 
The postulate 


is therefore; that where the ter- 
minology used by the producer 
and the potential purchaser, is, 


by virtue of the nature and func- 
tion of the product, that of the 
applied then the pro 
duct is a technical one 


sciences, 


To summarise, a technical pro 
duct is 

(a) A product manufactured by 
the engineering, and 
chemical sale 
within 

(b) A product purchased by a 
technician 

(c) A product, for the sale of 
which, recourse to the termin- 
ology of the applied sciences is 
necessary 


electrical 
industries for 
industry 


Where any one of these factors 
is not present then the product 
is not technical. 

Having thus defined a technical 
product it is relatively simple to 
define a technical advertiser and a 
technical advertisement. 

It is very probable that the 
definition arrived at will prove 
unacceptable to many readers for 
a variety of reasons but it is ad- 
vanced not only as a contribution 
to the common pool but as the 
basis from which the writer will 
operate 

For the purpose of this series 
of articles therefore a technical 
advertisement is, an advertisement 
which advertises the products of 
the engineering. clectrical, and 
chemical industries in terms of 
the applied sciences for purchase 
by technicians. 


Competitions and Press Campaigns 


Features of Sales War 


(Continued from page 446) 


were actually sounded as long 
ago as six months by the Ministry 
to obtain reactions to possibility 
of co-operation in a poster adver- 
tising Campaign. Basic idea of the 
campaign, as originally suggested, 
i8 to produce some 30,000 posters 
for display in retail shops within 
the industry 

Problem of the fish frier is to 
divert some of the money, which 


is being spent at present on 
luxuries, to the buying of his 
commodities, writes “A.B.” in 


the same issue. He goes on that 
he is positive that in a large scale 
collective advertising lies the 
greatest single possibility of the 
trade’s progress, The risk to each 
frier would be small; the poten 
tial benefits great 
ARY 


J — s was 


to 240 pages 


* * > 


of Games & 
i Dumper, running 
plus cover. It was 


imssuc 


the pre-Harrogate Toy Fair issue. 
It followed up in February with 


a 148-page issue, which carried 
lengthy reports on the show. 
February issue also carried a 


report on a scheme by Hilary F. 
Page, director of Kiddicraft Ltd., 
for imaugurating a joint show- 
room and stockroom in Canada 
Twenty-four toy manufacturers 
who attended a meeting in Janu- 
ary to hear him had already de- 
cided to join in the plan if, after 


discussion, they considered it 
workable for their own lines. 
* * * 
i R-- MiLLER celebrates its 
75th anniversary this year 


and a special issue is planned. It 
will appear on April 3 and con- 
tain articles and features, the pub- 


lishers say of exceptional and 
lasting interest, covering every 
aspect of the milling industry, 


past and present 


Technical Publicity Needs Putting on the Map 


(Continued from page 447) 


rationalised, and it would prove 
the most potent factor in shep 
herding technical advertisers into 
the agency fold 

The 1.A.M.A. professes con- 
cern regarding the service ren 
dered by technical agencies. It 
might do worse than commence 
cxamiming the service its mem 
bers can give agencies by insist 


ing that an essential qualification 
for membership includes a period 
spent working in an advertising 

How else can the adver- 
manager the 
the entitled to 
would not this 


igeney 
tising ippreciate 
Service 


expect? 


igcney 1s 


And 


qualification help to raise the 
status of advertising managers? 
Should not some means be 
found to debar agencies from 
representing themselves as “tech- 
nical” agencies unless they hold 
a percentage of purely technical 
accounts af all times? —to compel 
them to produce to prospective 
clients lists of such accounts and 
the periods for which they have 
handled them? Why does not 
the appropriate organisation run a 
campaign in the trade and tech- 
nical Press on behalf of its agency 
membership if such strong sales 
resistance really does exist” 
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GUIDES TO 


BETTER COVERAGE 
No. 5 | 


First Class Return 
for Advertisers 


ADVERTISER'S WEEKLY 


The ABC Guides get results. That is why no fewer than 
1,300 hotels advertise regularly in these indispensable 
guides to rail, sea and air travel. They literally cover the 
country and are consulted by all classes. Every advertise- 
ment is assured a long and profitable life—providing a first 
class return for a remarkably small expenditure. It’s the 
permanent way to better business. For rates and available 
spaces write Thomas Skinner & Co., (Publishers) Led., 
330, Gresham House, Old Broad Street, London, E.C.2. 


beticalRailway Guide. 
Official every month. 


\ 


\ 


\ 


\\\\ 


Published Monthly 

Air Time Table with 

Complemental Ship- 

ping Information. 
Price 4-. 


\\ 


— 


READERS for sale 
—not GLANCERS 


With a 15,000,000 world sale as 
proof of its unique appeal, 
THE READER'S DIGEST 
now offers advertising space in its 


BRITISH EDITION 


ITH the end of paper-rationing for magazines, 


the British edition of The Reader's Digest can 
now offer, on favourable guaranteed terms, ad- 
verlising space in a magazine whose editorial policy of 
concentrating wholly on reader-interest has made pub- 


lishing history. 


Here are the facts about an extraordinarily powerful 
advertising medium 


§ The Reader's Digest was the 
frst on its field. In its 28 years of 
history it has had many imitators, 
but no serious competitor. The 
original American edition was an 
immediate success, and its month- 
ly sale has now swollen to over 
¥ million. There are in addition 21 
international editions, published 
in Il languages, which bring 
the total sale to 15,000,000 in 
more than 30 countries! All edi- 
ions except the American now 
carry advertising 


2 The magazine with this world’s 
record sale is composed almost 
entirely of reading matter, People 
don't buy The Reader's Digest 
just to glance at the pictures 

there are hardly any. They buy it 
to read, mark, and learn—with 
the result that the 1dvertising, too, 
gcts careful, leisured attention 


33 The British edition has been 
held back by paper restrictions. 
It is now going ahead fast. Net 
sale guaranteed to advertisers is 


an average of 400,000 for the first 
6 months, from April, 1950 
Conservative estimates give at 
least 5 readers per copy, making 4 
minimum total readership of 
2,000,000, This is almost entirely 
concentrated in the United 
Kingdom. 


& Readership includes slightly 
more men than women, with a 
strong tendency towards the A 
and B income groups. Many 
prominent advertisers are already 
taking advantage of this import- 
ant coverage. 


& Printing is by rotogravure on 
high-grade paper, making pos- 
sible all forms of black-and-white 
and two-colour advertisements 
The basic rate is £275 per page, 
black-and-white; £310,  two- 
colour. No special position rates 
positions are rotated, and adver- 
tisers get all in turn. Mininum 
size, } page. Discounts: agency 
15°, ; twelve-insertion 10°, ; six 
insertion 5%; cash 2 


For space in both 
BRITISH EDITION and INTERNATIONAL EDITIONS 


write to the Advertisement Department, 


™ Reader's Digest 


PREMIER HOUSE, 


Telephone Holborn 8601 


HATTON GARDEN, 


LONDON, E€.C.1 


Telegrams Readigest, London 
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ADVERTISER'S WEEKLY 


Mainly Personal— 


By CONTACT 


INCREDIBLE as it may 
seem, newspapers have rarely 
or never been represented on 
the Common Council of the 
City of Lon- 

do n So 

everybody in 

Fleet Street 

who knows 

Harold Fish 

which 

means just 

about every 


~—— body in 
. Fleet Street 
will be in 

terested to 

k learn that he 
has been 


nominated to 
represent the 
Street for 
the Ward of Farringdon Without, 
and will wish him luck on the 
election day (March 28). At the 
December Wardmote, he stood 
in favour of Paul Paget 

He is chairman, Farringdon Con 
committee 
Farringdon Ward 
member of the Livery 
Club; and a Freeman of the City 
Harold was with the Daily 
Express for «a couple of years 


Harold Fish 


before starting, in 1923, his long 
association with the Daily Tele 
graph a8 expert on ideas for 
special pages and, later, supple- 
ments organiser Perhaps the 
Telegraph's amateur-professional 
golf tournament is his best-known 
promotion success, but there have 
been many others, the very en 
joyable election-night party being 
the most recent 

One of the founders of the 
orginal Column Club, he is now 
social secretary and director of 
the Fleet Street Column Club (of 
which his wife, the popular Gwen 
Palmer, is manager). He organ- 
ises the Christmas luncheons and 
acts as auctioneer for the annual 
cricket match for N.A.BS 

Being proprietor of a couple of 
garages—by the Aldwych and 
Ludgate Circus—is another of his 
activities. When the latter was 
opened it proved a great boon to 
night workers, saving them many 
a fine for over-parking in Salis- 
bury Square 

Harold lives at West Clandon, 
Surrey, talks golf; seldom plays 


ae ae: 
THE J. K. CLAYTON Advertis- 
ing Agency of Manchester is this 
year cclebrating its Silver Jubilee 


Racing 


prefer to buy the best ! 


RACING NEWS e@ 
FORM e 


REVIEW 


87°, of the readers of Racing Review are in the top 
income group as defined by Hulton Survey. 


RACING REVIEW is an 80 pp. Monthly Journal price 2/6, 
read by the sporting aristocracy of the British Turf who 
Its life is a long one : 


BREEDING e@ 
FASHIONS 
FACTS ABOUT RACING REVIEW 
14°, is among titled families and landowners 


34°. is by annual subscription 77 


The present rate of £20 per page and pro rata — hold good for all 
space ordered before June 30, 1950. 


Specimen copy, rate card, and details will be sent on 
receipt of business letter heading. 
J). WATSON GLEDSTONE, 


RACING REVIEW 
32, Park Lane, London, W.1! Tel. : Reg. 7627 


A MUST on the ‘Quality’ Schedule! 


reaches 
top 
buying 
power 


BLOODSTOCK SALES 
@ GOSSIP 


* own motor cars 


Advertisement Monager 


the greatest change of 

25 years, Clayton tells 

the tightening up of 
external control “When I 
launched my agency early in 
1925,” he said, “I rented an office, 
bought some furniture, put up 
my plate and began to function 
There was no question of asking 
anybody's permission, or getting 
recognition or not calling on 
people who already had an agent 
or not being allowed to use the 
word ‘cure’ in medicinal adver 
tising, or most of the other 
restrictions with which our pro- 
fession is hedged round to-day 
Even the number of papers that 
asked me for references was com 
paratively small.” 

Spectacular “coups” don't 
often come the way of the pro- 
vincial agency, but Clayton's have 
had their moments, such as using 
the £1,400 Daily Mail front page 
for Vapex, a series of whole 
pages in Punch by the leading 
humorous artists of the day for 
Eclipse Razors, and the organisa- 
tion of a week's tour of Ireland 
for a party of fifty confectioners 
as prizes for the highest sales of 
a new [Mackintosh Toffee 

On the Club side, Clayton 
played a big part in launching 
the Manchester Publicity Asso- 
ciation’s Gold Medal for out- 
standing services to local adver- 
tising So far this has been 
awarded only twice—to the late 
Alderman Grime and to Eric 
Schofield 


a ae 


BEFORE the election I wrote 
“Ian Harvey has a tough fight on 
his hands in East Harrow where, 
last election, Labour had a 
majority of some seven thousand 
over the Tories.” And how right 
I was! But he managed to win 
the day against his popular op- 
ponent by 23,680 votes against 
22,216 

A former president of the 
Oxford Union, Harvey is no 
stranger to fighting. He was on 
the staff of Anti-Aircraft Com 
mand during the war, later 
brigade major of an A.A. Brigade 
in the Second Army. and took 
part in the crossing of the Maas 
the Rhine and the Elbe 

Though he will continue his 
executive activities at Crawfords, 
he intends to resien his seat on 
the Kensington Council and his 
command of 566 LAA/SL Regi- 
ment (R.A), T.D. Even his glut 
tony for work and the help of his 
trusted motor bike cannot stretch 
his day to more than the regu 
lation 24 hours! 

Last November, he married 
Clare Mayhew, daughter of Sir 
Basil Mavhew director of 
Reckitt & Colman, chairman of 
the Eastern Daily Press and 
Eastern Evening News, and 
director of the East Anglian 
Daily Times and Evening Star 


x * * 
NO SMALL effort is required to 
develop a journal which, while 
catering for a particular interest 
st the same time covers other 
social interests of its readers 


Marcu 9, 1950 
Editorially, Racing Review has 
been built up to 80 pages before 
advertisers in a wider field are 
being ap- 
proached. 

Appointed 
advertise- 
ment mana- 
ger to de- 
velop the 
business side 
of this 2s. 6d 
monthly is 
J Watson 
Gledstone. 
He spent 
over two 
years with 
National 
Trade Press 
supervising 
contacts and 
assisting on the circulation devel- 
opment side. Previous to this he 
served for ten years as Londor 
representative with Provincial 
Newspapers Ltd., and two years 
48 assistant manager of the Daily 
Express classified department. 
Other executive appeintments on 
the advertising side of daily, 
evenings and weeklies in the Mid- 
lands and the North have added 
considerably to a wide experience, 
and he is looking forward to re- 
newing old friendships with both 
agencies and advertisers. 


es 2. 


OCEANS of Empathy” is the 
heading of the Time (February 
27) article on Arthur Godfrey, 
the dominant U.S. commercial 
programme broadcaster. A foot- 
note obligingly explains empathy 
as “imaginative projection of 
one’s own consciousness into 
another being.” 

“He is the greatest 
who ever stood before a micro- 
phone,” says Time quoting a 
description of him as “the kind 
of guy the average man would 
like to be.” Every minute God 
frey broadcasts or telecasts, he 
earns 1,500 dollars. “His homey, 
cracker-barrel commercials for 
tea, cigarettes, furniture polish, 
floor wax, window cleanser, 
crackers, shampoos, soup, home 
permanents, hand lotion, and 
hair tonic, set cash registers jing- 
ling profitably across the nation.” 

Which merely shows what you 
can do if you have a personality, 
a flair—and commercial broad- 
casting! 


J. Watson 
Gledstone 


salesman 


WEEKS WISECRACK 


~ 


\ 


“I shall be able to pay you 
that rise, old man, out of 
my 15°, commission on 
your E.R.P. poster con- 
test winnings.” 
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HARRIS ADVERTISING LTD 


The fertile Field 


If your products or services will benefit country 
dwellers and country lovers, say so in “ The 
Field.” “ The 
_ Field *’ readers don’t “ skim the headlines.” It 


is read carefully and with deep interest, for it 


You will be well rewarded 


speaks with authority on all rural subjects and activities. 
Advertisements cannot fail to be fruitful when placed in such 
And “ The Field” readership has 
increased by over 100% since the war. 


congenial surroundings. 


The ¢ ountry New spaper 


7, THE FIELD 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 
6 Stratton Street. London, W.! Telephone: Grosvenor 3592 


MEMBER OF THE A.B.C. 


A 


diilinckive showeards, clower cul-culs by 


29-30 KINGLY STREET - OXFORD CIRCUS: LONDON WI 


ADVERTISER'S WEBALY 


GOOD TIMING in every printing job calls for 
clockwork efficiency combined with sound 
workmanship and these in turn demand respon- 
sible personal attention from start to finish. 
This is a service which we have given to National 
Advertisers for 36 years. We create and produce 
original showcards, posters, cut-outs and 
novelties by every known process. A director is 


at your service — contact us at REGent 3295-6. 


,y HARRIS 


REG 3295-6 


in the South-East of Scot- 
land* produce some of the 
finest crops and live-stock _ 
in the country. Farmers - 
and stockbreeders are pro- 
gressive and keep abreast 
of changing conditions, 
prices and rural affairs 
mainly through the local 
press. The Edinburgh 
“ Evening Dispatch” has 
long held the confidence 
of these country - folk 
because of its reliable 
district reports. 

* From Dundee to Berwich-on- 


Tweed and West to Falkirk and 
Sterling - 


» e 
THE SCOTSMAN PUBLICATIONS LIMITED. 
NORTH BRIDGE EDINBURGH-63 FLEET ST. LONDON EC4 
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ADVERTISER'S WEEKLY 


ait 
4 


fee 


is more than read 
—ee it’s kept 
and studied 


ABC NET SALES 292,227 COPIES A MONTH 


£168 a page--lype area page 8}” x 6 
Advertisement Manager 8S. H. BOWDEN 
Stitcheralt Lid., Great West Road 


Brentford, Middlesex 


—_—_ 


Felephone EALing 6285 


f Comprehensive coverage in the important area 
entred round Leck. is obtained by the Leek 
Post anp Times and the Nort Starrs Post anp 
Times (the only papers published in the town) for 
wineh there is a combined rate They serve an areca 
which includes Cheadle and stretches from Buxton 
to the borders of the Potteries With a wide 

both agricultural and industrial 


circulation among 
‘NM LONOON workers, in a population of 100,000, these two 
: crusing 


J 
wSpapers are Most valuable media for ad 
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One problem is to find something original and out of the 
ordinary, and this is where our Consultant Bureau can help you. 
We manufacture toughened and laminated safety glass, and 
are also experts in moulding Thermo Plastics. 

From our technical knowledge and experience in these fields 
we are confident that we can solve your problem to your 
complete satisfaction 


- 
Splintex and Splintough | 
comply with British | 
Standards Institution | 
Specification No. 857 | 
. 


Please write to G. B. 21 
SPLINTEX SAFETY GLASS LIMITED, 
Splintex-Newtex Works, 
Nightingale Road, Hanwell, W.7 
EALING 6711 /2/3 


COMPREHENSIVE 
ART SERVICE 


have pleasure in announcing the extension of our Studios now 
equipped to handle art work of every kind for every purpose. 


Creative designs for poster, press, showeard and transport advertising. 
Photograph retouching. 


Finished J'art-work for line, half-tone, offset and silk-screen repro- 
duction. 
A speedy efficient service always at your disposal. 


Edward Vaugfian Ltd = 


32 Shaftésbury Avenue. London. W. 1 . 


Established Telephone : : 
1932 Gerrard 1330. 


AHLEN & AKERLUNDS FORLAG 
COVER SWEDEN 


ASA 


in Sweden A & A magazines have 

a combined net sale of 1,606,973 

copies—80°, of the total number 
of homes (1,973,544). 


69 FLEET ST. €.C.4. PHONE: CEN.281' 
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CURRENT ADVERTISING 


Associated Electrical Industries To Mather: Swiss 
Watches Schemes to F.C.B.: Courage (163 Years Old) 
Appoint Notley: Robt. Freeman Launch Dispa 


NEW_ ACCOUNTS 


To Mather & Crowther Léd.: 
Associated Electrical Industries 
(which owns British Thomson- 
Houston Co. Ltd.. Metropolit.:.- 
Vickers Electrical Co. Ltd., 
Edison Swan Electric Co. Ltd., 
Ferguson Pailin Ltd., Hotpoimt 
Electric Appliance Co. Lil.. 
International Refrigerator Co. 
Lid.. Newton-Victor Ltd. and 
Premier Electric Heaters Ltd) 
Prestige campaign in national 
dailies and Sundays, London 
evenings, Punch, Economist and 
Radio Times. The subsidiaries 
will, of course, remain with their 
present agents. 

To Foote, Cone & Ltd.: 
Federation of Swiss Watchmakers 
Associations. Trade Press cam- 
Paign to announce simplified pro- 
cedure for obtaining replacement 
parts for repairing, starting April, 
will continue for four months 
Consumer advertising is expected 
Similar schemes in preparation 
for Sweden, Italy, Belgium and 
South Africa 

To Cecil D. Notley Advertising 
Led.: Courage & Co., Ltd. 
brewers, who during 163 years of 
existence have never advertised. 
Campaign in local papers cover- 
ing the areas where the firm has 
tied houses. 

To Gordon & Gotch Advertis- 
ing Ltd.: Constructional sets and 
X-acto knives and handicraft 
tool kits made by Trix Ltd 
Campaign in selected periodicals 
and, to support a model building 
competition, in local papers 
Dealer aids and promotion print 
have been prepared 

To John Mitchell & Partners 
Ltd.: Mining & Chemical Pro- 
ducts Ltd. (trade and technical 
journals).—Mareo Conveyor & 
Engineering Co., Ltd. 

To Cogent Advertising Service 
Ltd., Coventry: Morris Flex Ltd.. 
flexible shafting equipment. 
Payen Gaskets & Oil Fields Ltd 

Cooper's Mechanical Joints 
Ltd.—British Technical & Cork 
Products Ltd.—Keelavite Ltd.. 
hydraulic pumps. All in trade and 
technical Press. 

To Stowe & Bowden Ltd.: 
William Bradbury & Sons Ltd.. 
builders and plumbers merchants. 
wholesale ironmongers, and mill 
furnishers. 

To D. H. Brocklesby Ltd.: Air 
Impellor Ltd. industria! fan 
makers; Longhurst Bros. and 
Beale Ltd.; Dorothy Dean Ltd.. 
stocking repair machine manu- 
facturers 

To Havas Ltd. London 
Antony Worham Ltd. food 
importers and exporters (national 
and trade Press, home and over- 
seas) —The Post House, mail 


order distributors (national and 
trade Press, home and overseas) 
Laughton Engineering Co., Ltd.. 
sewing machines (trade Press and 
direct mail, home and overseas) 

To C. J. Lytle (Advertising) 
Ltd.: British United Provident 
Association. Nationals and maga- 
zines. 


ACCOUNTS MOVING 


To Robert Freeman Co., Ltd.: 
Dispa household detergent manu- 
factured by Peter Lunt & Co., 
Ltd. Camo>aign in London even- 
ings to December, and to August 
in dailies and wecklies in Beds., 
Berks, Bucks, Essex, Hants. 
Herts, Kent, London, Middlesex 
Oxford, Surrey and Sussex 

To Colman, Prentis & Varley 
Ltd.: Sherwoods Paints Ltd. 
Campaign for Sunray distemper, 
in national dailies. Dealer aids 
have been prepared, and co- 


operative advertising is being 
encouraged 

To Legget Nicholson & Part- 
mers Ltd.: Joy Ricardo, model 


dress house. Class magazines. 

To Rathbone Publicity Ltd.: 
Fuller, Horsey, Sons, & Cassel! 
Ltd., auctioneers 


NEW_CAMPAIGNS 


For the new Bandbox Almond 
Creme Oi! shampoo, using maxi- 
mum available spaces in nationals 
(including half pages Daily 
Express and full pages Daily 
Graphic), Sundays, and Scottish 
and Irish newspapers, colour 
pages in women’s and gencral 
interest weeklies, black-and-white 
pages in women's monthlies. 
Agents: John Tait & Partners 
Ltd. 

For Boots aspirin in nationals 
and provincials, posters in tubes 
and dealer aids to end of April 
Agents: Everetts Advertising Ltd. 

For Tootal children’s dresses 
in women’s journals (including 


double page spreads and full 
pages). Agents: W. S. Crawford 
Ltd. 

For Stevenson's polish and 
furniture cream, in women’s 
journals and general interest 
weeklies. Agents: E. W. Barney 

For Harpers Bazaar, im 


nationals, periodicals and provin- 
cials, supported by Underground 
posters. Agents: T. B. Browne 

For the Scottish Information 
Office, to recruit assistance for 
farmers at harvest time, in 
selected Scottish Sunday, daily 
and weekly papers, and where 
possible in the Scottish circula- 
tion of selected nationals, sup- 


ported by posters on transport 
sites and for free distribution 
leaflets, film trailers, and editorial 


publicity. Agents: W. H. Emmett 
(Scotland) Ltd. 
For Chicago International 


Trade Fair in national, provincial, 
Scottish and Irish dailies. Agents 
W. H. Emmett & Co., Ltd. 

For A.C. replaceable oil filters, 
manufactured by the A.C.-Sphinx 
division of General Motors, in 


trade Press, starting April. 
— Foote, Cone & Belding 


For Hotpoint electric domestic 
appliances in women's magazines, 
Radio Times, and trade Press.— 
For Chef Tomato Ketchup in 
provincials. Agents: C. J. Lytle 
(Advertising) Ltd. 

For Irish Department of Com- 
merce and Industry “Buy Irish 
Goods” campaign, in Irish news- 


papers. Agents: McConnell’s Ad- 
vertising Service. 
For Telesound _ inter-office 


communication equipment made 
by Modern Telephones (Gt 
Britain) Ltd., in “class” national 
and provincial dailies, and busi- 
ness journals. Agents: Max 
Ritson & Partners Lid. 


For British Nylon Spinners 
Ltd., in national dailies and Sun- 
days, London evenings, and 
women’s and general interest 
magazines. Agents: Cecil D. 
Notley Advertising Lid. 


For Intalok hospital mattresses, 
in medical publications. Agents: 
Clifford Bloxham & 


WINDOW DISPLAY 


Copies of Bandwagon, as well 
as enlarged reproductions of its 
cover and some of its inside 
pages, make a colourful and 
attractive window display at the 
St. James's Street offices of 


American Overseas Airlines. 


The arrangement of the dis- 
play, which was a matter of co- 


ADVERTISER'S WEEKLY 


For Robin Starch, manuv- 
factured by Reckitt & Colman 
Litd., increased appropriation in 
Daily Mirror and women's week- 
lies.-For Nestiés milk, colour 
pages in women's and general 
interest magazines. Colour has 
not been used for this account for 
several years. Agents: Charles W. 
Hobsoa Led. 


For Kwells, travel sickness 
remedy, in national dailies and 
Sundays, general interest maga- 
zines, and posters. Agents. 
Lovell & Rupert Curtis Led. 

For Warner's Le Gant corsets, 
in selected nationals, London 
evenings, and women's journals. 
Agents) Legget Nicholson & 
Partners Ltd, 

For Sentinel (Shrewsbury) Ltd., 
passenger coaches and buses, and 
machine tools, in trade Press. 
For Priestman Excavators and 
grabs, in trade and technical 
journals. Agents: Rooster Pub- 
licity Lid. 

For R. H. Symonds Ltd. 
manufacturers of copper wire 
and strip, in trade and technical 
journals. Agents: Desmond D. H. 
Kerr Advertising. 

For Selto Dental Salt, in 
women’s journals. Agents: Fredk. 
Aldridge Ltd. 


OVERSEAS J CAMPAIGNS 

For John Steedman & Co., 
Ltd., proprietary medicine manu- 
facturers, in French and English 


language weekend papers. 
national women's magazines, 
farming papers, nursing journals 
and trade Press throughout 
Canada A booklet “Hints to 
Mothers” will be distributed 


Agents: McKim Advertising Ltd., 
Montreal 


Commercial radio will become 
authorised by law in Japan 
shortly, at the instigation of the 
Occupying Power (America) 


FOR ‘BANDWAGON’ 


operation between the A.O.A 
and the art department of 
Norman Kark Publications, has 
aroused much comment from 
passers-by, and from business 
men and tourists using the air- 
line, and has been so successful 


that it is proposed to feature 
similar displays in A.O.A. branch 
offices throughout 

the country 
The tie-up fol- 


lowed an article in 
Bandwagon pictur- 
ing the film stars 
aboard the Holly- 
wood Specials that 
fly regularly with 
a load of celebrities 
to and from this 
country 

Bandwagon is 
the only British 
magazine carried 
on all AOA 
planes doing the 
New York-London 
run. 
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ADVERTISER'S WEEKLY 


mum 


(NEWS) 
OPSA DATA | 


A list of amendments to our 


Data Card of December 1949 


has been prepared and distri- 
buted. Will firms who have 
not received a copy please 
let us know and it will be 


forwarded 


It sets out all changes enaeing | 
Middle East publications since 


December Ist, 1949. 


All Parte ulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY ["* 

0 Fleet St London EC4 Cen 549467870 
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DISPLAY 


Duals Y. 


SILK - SCREEN 
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Priestleys 


COMMERCIAL ROAD. GLOUCESTER 
loader Phone ViCtoria 1563 46 


Relief-Printed 
LETTERHEADINGS 
Without ee 


a FASHET CROVE LONDON £6 
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Rives complete coverage 
“Observer” Buildings 
Bridge Se Walsal 


For BINS 
COLOUR 


PRINTING 
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POSTER SITES 


BULLETINS 
HENDON 
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COMPANY 


PADDINGTON tar 


BILLPOSTING 


37, Spring Street, W.2 


March 9, 1950 


MEDIA SPACE RECORD 


. 
For week ending Sunday, March 5 

London ( ohumn 

‘ length SPACE IN COLUMN INCHES 
Mornings & recs am ae : at 

e widia 
Evenings saches Dispiay Classified Financial TOTALS 
Daily Express a4 22 = If 2,125 8! 17 2,273 
Daily Herald 42 19 « 1hY 1,70) ae 5 101) 
Daily Mail an 22 x 1 2.2774 1254 28) 245th 
Daily Mirror 72 1K Ie 1,498 21 i.s19 
Daily Telegraph 45 2x2 a7) 1,699) 242 2849 
News Chronicle a 22 =x 1 1,$17 406 im 1 934) 
The Times 64 22x 2 1417 2,048 7134 40784 
Evening News a4 2x ti 1,474 1125 6 2,007 
Evening >tandard so 1sx 1 1717) 704) ns 24% 
Star 76 it) ae L398) 4575 4 1860 
Sunday Papers 
News of the World 10 49! a4 515 
Observer 10 51! m4 — 595 
People 10 458 458 
Reynolds News & 385 10 gas 
Sunday Chronicle 10 Sul 3 Sue 
Sunday Dispatch it $08 27 $35 
Sunday Empire News 10 54 ’ a2 
Sunday Express 10 485 12 500 
Sunday Mail 2 55! 8 559 
Sunday Mercury 20 Sit 41 552 
Sunday Pictorial 16 $57 a+ 387 
Sunday Sua 10 nde 10 Hae 
Sunday Times 10 a4 95 31 590 
Western Independent 16 420 4 7143 

. . . 
Provincial Mornings 
Aberdeen Press & Jal aw 2x I oe 1,208 44 2.442 
Birmingham Gazette 42 22 x if w38 910 17 1,865 
Birmungham Post 42 24ix 2 Sez 2149 18 3,029 
Glasgow Daily Kecord 72 iS =x I 1,238 4st 1.72 
Manchester D. Dis So 22 «x If 1,951 425 1,776 
Manchester Guardian ou 23 =x 23 956 2,855 109 3,920 
Newcastle Journal & 

North Mail a] ! 1,416 972 2,388 
Shefheld Telegraph 6 if 1,100 1,044 6 2.140 
Western Daily Press . 2 748 2,397 4,155 

. . + . 
Provincial Evenings 
Aberdeen E. Express 60 iS =x if 1,412 sw 2,252 
Belfast lelegraph 40 23% 2 3525 1,7¥1 6 5,322 
Birmingham E. Des 42 22 x ig 1,510 1,794 3.304 
Birmungham Mai) 42 24e~ 2 878 2,908 3,786 
Boiton Evening News 40 22 x 1 1,208 1,598 2,807 - 
Bradford Tel. & Argus 42 22 «x 1 1,475 1,720 1 4,206 
Coventry E. Telegraph 76 1Spx 1 2,075 1,296 4,371 2 
Eastern Evening News 76 6 x 2 1,657 723 2.385 
Edinburgh E. News 42 22 «1 1.267% 2,270 3,537) 
Giasgow E. Citizen 22 x I 
Glasgow Evening News 68 18 =x If 1,198 ood 7 1,362 
Manchester E Chron 76 iS «x 1 1,192 2,294 3,486 
Manchester E News 2 16x 1 1,616 2.816 4492 
Middlesbrough E. Gaz 72 is «x 1 1,607 1,148 2785 
Newcastle E. Chron 92 S$ x 1 1914 1546 1460 
Northern D. Telegraph’ 76 1Sg= 1 1as4 1.513 Zee? 
shefheld Star =» 5s i 1,500 1,448 2.955 
W. Lanes. EB. Gazette 76 6x I 1,988 1585 3,553 
Yorkshire E. Press 36 22 ii 1,58! 1,053 2.634 


it must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

in many instances classifieds are still published in 
copies 


A” and “B” 
Figures given here and on the opposite page represent space 
occupied in one copy 


Where spaces are left blank, it is because the information has not 


come to hand in time for inclusion. 
~ be 
}‘ 
i 
Lo, 


“Pugh of the Bargain Centre” 


Hobbies.Business and Bridge. Mr. Pugh is Durs- 

ley's leading lronmonger. “| built up my business 

on advertisements in the Gazette and | think that 

‘Pugh of the Bargain Centre’ is known throughout 

Gloucestershire fron this advertising.” Mr. Pugh 

‘s reader as well as advertiser. He knows his loca! 
paper. Use his experience—use the 


DURSLEY GAZETTE 


& Stroud Journal Series 
A.B.C, 20,025, July-Dec. 1949 
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MEDIA SPACE RECORD © oninued) 


Jourva 
Burkephead News 


Blackpool Gazette & 
Herald ‘ 
Bournemouth Times 
Brighton & Hove Gaz 
Bocks Free Press 
Cambridgeshire Times 
*Grour 
Chester Chronicle 
Cumberland News 
Darlington & Stockton 
Times 
Dudley Herald 
Eastbourne Gazette 
Essex Chronicie 
Evesham Journal & 
Four Shires Advtu 
Harrogate Advertiser 
Hastings Observer 
Herts Advertiser 
Hertfordshire Mercury 
lL. of W. County Press 
Kent & Sussex Courier 
Kent Messenger 
Kentish Times 
Lutoo News & Bed 
fordshire Advertiser 
Middlesex Chronicle | 
Series 
Prescot & District 
Reporter 
Rochdale Observer 
Rugby Advertiser 
Salisbury & Winchester 
Journal 
Somerset County Gaz. 
Southport Visiter 
South Yorkshire & 
Rotherham Advtr 
South Yorkshire Times) 
Series 
Stourbridge Cry. Exp 
St. Helens Reporter 
Surrey Comet 
Sussex Express 
Walsall Observer 
Warrington Guardian 
Welhagton Journal 
West Herts & Watford 
Observer i x | 
Worthing Herald ' « i 


SPACE IN coLu MN INCHES — 


O1oy 
ane 
Bus 


226 


402 
731 


Whea more than one edition is published, figures are for main edition only. 


*National advertisers coun te« 


Stage Show Publicises Magazines | 


Magazine Follies’—the cur- 
rent Nat Karson stage production 
at the Empire Theatre, Leicester 
Square—supporting the film 
“Battleground,” which opened on 
Mondzy, is built round the maga- 
zines Band Wagon, Picture Post, 
What's-On, Punch and Lilliput, 
and provides free publicity for 
them all 

Front covers of these maga- 
zines are displayed on a red and 
white back-cloth during the over 
ture. “Band Wagon”, and items 
include Couples reading and 
singing “What's On"; a Punch 
ind Judy ballet sequence (for 
Punch), a team of French clowns 
(Lilliput), and a fimale staged 
against a back-cloth showing a 
spread from Picture Post titled 
“Western Dances invade West 
End.” The production is expected 
to run for three wee 

The show was the idea of the 
producer, Nat Karson, who 
decided to build his items around 
well known periodical titles. No 
fees were paid for their inclusion, 
in what is believed to be the first 


! once only 


occasion in 
magazines 
Stage show 


this country when 
are publicised in a 


“Y.E.N.” Sponsor 
a] 
Symphony Concert 
A large number of advertising 
people attended the first London 
concert on Monday of the York- 
shire Symphony Orchestra 
The function was sponsored by 
the Yorkshire Evening News, who 
afterwards held a reception in the 
Prince Consort Room, when Mr 
H. C. Drayton, chairman, Pro- 
vincial Newspapers, received the 
Earl and Countess of Harewood, 
the Mayor of Leeds and other 
Yorkshire civic leaders 


Stuart Advertising Agency were 
responsible for the design of the 
display piece for Creda Electric 
Iron, referred to in the Display 
and Commercial Art section of 
our February 23 issue 


ADVERTISER'S WEEKLY 


THE ROYAL NORFOLK SHOW 


in agriculture 


ANMER PARK, 
June 28 & 29 


Attendance about 60,000 people interested 
The Catalogue offers a means of reaching a 
large number of agriculturalists. 


Particulars of advertising rates from 


JARROLD & SONS LTD., COWGATE, NORWICH, NORFOLK 


SANDRINGHAM 


. 


lhe Mills & Rockleys region - 


For « poster advertising 
campaign in any of the ereas 
shown on this map consul 
Mills & Rockleys 


Colour Photography 


Our studio is staffed by artists who can 


express their 


ideas, and yours, in the 


medium of photography. 


McLeish and Macaulay 


THE STUDIO, 44 QUEEN'S GATE TERRACE, S.W.7 


TO ADVERTISING AGENTS 


Obviously we cannot help every- 
body or undertake al! the jobs thar 
are offered to us, but your job 
may just fit in with our production 
programme. Try us — it's worth 
arn 


G. F. TOMKIN LTD., Printers 
$01 505, Grove 
Leytonstone, E.11 


LEY 11645 


BOLTON STANDARD 


containing 
1S BEST VALUE POR MONEY 


tor 
National “Advertiese 
BOOK A —r Now 
fp - SS &- a 


wy Thursday 
VICTORIA $ st. "BOLT ON 
London : 1% Hal Homers Lc 
, Chamcary 4768/4 _ 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 
45 VAUXHALL BRIDGE ROAD 


VICTORIA-S.W.1. TEL. VIC 0912.3 


AUTOTYPE or aS 
I 


GIANT ENLARGEMENTS 


| Up to 60 sq. ft. in one piece for the BAF 


| The Autotype Co. itd, Brownlow Ad. 
| London, W.13 "Phone : EALing 269! 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT, having made good pro- 


ess following his recent illness, 
Chartes E. Mander, advertisement 


director, Amalgamated Press Ltd... 
is now convalescent at home 

* * * 
THAT A. H. M export 
sales manager of Halex Ltd., has 
curtailed a visit to Scandinavia 
because, although goods were 
wanted in Norway and Denmark, 
he found it impossible to 
obtain import licences at present 
for them And ® 

* * 

THAT next week he is off to 
Amsterdam and Paris. 

* * * 
THAT F, Murray Milne, public 
relations officer, Wholesale Tex- 
tile Association, spoke on Tuesday 
to the Mansfield and Sutton-in- 
Ashfield Textile Society. And 

* * * 
THAT on March 20 he will 
open the first session of the con- 
vention of the National Federa- 
tion of Bedding and Allied 
Trades at Brighton with a talk 
on “Trade Association Publicity.” 

* * * 
THAT A, Vernon Keith returns 
by air to London on Sunday, 
after an extensive tour of India 
and Pakistan. 


THAT Roger Falk, director- 
general, British Export Trade 
Research Organisation, will leave 
on March 11 for a three-weeks’ 
visit to the U.S.A. and Canada 
to meet Betro personnel in Wash- 
ington and Toronto, and extend 
his range of contacts 
2 * 
THAT as the outcome of recent 
discussions there is every pros 
pect of the formation of an 
Indian Association of Advertisers 
before the end of March 
* * * 
THAT advertising for the Vactric 
Multipol (a mechanical maid of 
all work) which was introduced 
at a cocktail party last week, is 
not expected to start before May. 
Agents are McCann-Erickson 
Advertising Ltd 
* * * 
THAT the campaign for Lister 
Fabrics now starting in women’s 
journals is expected to be con- 
siderably intensified at the begin- 
ning of September. Agents are 
John Tait & Partners. 
* * * 
THAT Cecit M. Sadler, adver- 
tisement manager of The English 
Speaking World, has been ordered 
a month's rest following an ill- 
ness. 
+ 7 


c 


displays 


The majority of posters and most point of sale 
can be 
reproduced by the photo-litho offset process. 
The Chancery Lane works of CHARLES & READ 
are available to those who seek outstanding skill 


effectively and economically 


and are prepared to pay a fair price for it. 


When printing down on the “sre 
and repeat" machines, the “lay” 
6s comtrolled by (has register dval 


which is acowrate to 1 1000" 


| Managing director, 


| England v 


Gibson McCabe, 


advertisement manager, 


“Newsweek,” is in this 


country giving a series of illustrated talks in London and provincial 


centres, 


At a cocktail party before one of these talks, which are being 


organised by Joshua B. Powers Lid., were (left to right): Frank Levens, 
Gibson McCabe, John Catternach, and Tom Boardman. 


4t a cocktail party to celebrate the 21st anniversary of Aga Heat 
Lid. and the opening of a new showroom, and to introduce the 


Agamatic boiler. 


(Left to right) 


Francis Ogilvy, A. E. J. Stratton, 
Rosamond Allen, W. T. Wren (managing director, 


Aga Heat) and 


Donald Atkins. 


THAT a campaign in the 
national Press and general interest 
journals for Gordon-Moore's 
“Satin” dental cream is con- 
templated for May. Agents are 
Sells Ltd. 

* * * 
THAT Ernest W. Booth, adver- 
tisement manager of the Liver- 
pool Evening Express, has been 
elected to the committee of the 
Liverpool Athenaeum. And 

* * * 
THAT he is addressing the Liver- 
pool Chartered Accountants As- 
sociation on “Advertising as a 
builder of goodwill” on 
March 16. 

* * * 
THAT Noel Hartnell (Wilson. 
Hartnell & Co., Ltd., Dublin) 
has been elected chairman of the 
Irish Association of Advertising 
Agencies for 1950. He succeeds 
Denis J. Garvey (Janus Ltd.). 

* * * 
THAT Colonel George Warden, 
Armstrong- 
Warden Ltd., a renowned inter- 
national rugby referee, this 


| season has been touch judge for 
| two 


international matches at 
Twickenham, and for the recent 
match against France in Paris 
And— 

* * * 
THAT he will also officiate at 
Murrayfield on March 18 for the 
Scotland match. 

* * * 
THAT a 14-years-old boy, David 
Moyle, of Yorklettes, Whitstable, 
Kent, won a _ holiday poster 
design competition promoted by 
local authorities in the Isle of 
Sheppey. 


THAT the Foote, Cone & Belding 
darts team, captained by Bernard 
Davy. beat a team from Hulton 
Press (captained by Jack Blanche) 
recently 
* * 

THAT a national campaign in 
daily newspapers and women’s 
magazines for Zal disinfectant, 
manufactured by Newton Cham- 
bers & Co, Ltd., is expected to 
be launched later this year. 
Agents are Pritchard, Wood & 
Partners. 


ADVERTISING 
DIARY 


March 16. 
Sion Makers Assoct- 
inner. Dorchester 


jon 
Fist Famay Cius, Mancnestex 


Ladies Night 

Liverroot anp Disraicr Pus 
Lictty Association, Speaker: Ald 
Reece's 


Luke Hogan 


wr BiLiciTy CLUB or NoTrionam 
C. Houghton on “The Right of 
= Public to Know.” 


ManNcHESTER Pusuicrry Assoct- 
ecting M 


Engineers’ Club, Albert 
anp Wesr 


aries §=Jervis, 


Puswicrry 


A “The 
Daily Miracle.” Grand Hotel. 6.30 
pm 
Wednesday, March 15. 
Socrety oF 1” 
on the Press Council 
Hall. 6 pm 
Thursday, March 16. 
¢ BmMinctam Pustcrry Assoc 
Evening meeting Q 
“Careers in Adver- 


Meeting 
Stationers 


oF SHEFFIELD. 

Ram. editor, Adver- 

tiser’s Weekly. on “Watching Every 
Move in the Advertising World 
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MASON 


ADVERTISING 


appointed 


SOLE CONTRACTORS 
for the 


TRANSPORTATION ADVERTISING 


CORPORATION 


BUSES © TRAMS © TROLLEYBUSES °© UNDERGROUND STATIONS 


FRANK MASON & CO. LTD. 


33 NORFOLK STREET - STRAND - LONDON - WC2 


Telephone: TEMple Bar 2044 (5 lines). Telegrams: Affix, Estrand, London. 
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ADVERTISER'S WEEKLY 
OBITUARY 
George Soons 


Mr. George Soons, a director 
of E. W. Barney Ltd., died at his 
home at Rowhook, nr. Horsham, 
last Thursday 

Mr. EB. W. Barney writes: “In 
the passing of my old friend 
George Soons after 40 years of 
close association I have lost a 
very valued colleague 

“Straight and fair he always 
was, and one to be with either in 
we or war. I shall, miss his 

nest purpose and godd fellow- 
ship for many a weal , 


Recent Lideuter 


Mr, Ernest Leicester, formerly 
managing director @f Outdoor 
Advertising Lid. died at his 
Bournemouth home on Wednes 
day last week 

Born in Manchester nearly 75 
years ago, he began his career 
with Emerson and Co., adver 
tising agents. Later he became an 
inspector for the Manchester 
branch of Pratt and Co., Ltd 
and subsequently joined Sheldons 
Ltd. of Leeds He was ap 
pointed managing director of 
Outdoor Publicity Ltd., in 1922. 
and retired at the end of the war 

Mr. J. M. Beadle, oresident of 
the British Poster Advertising 
Association and managing direc 
tor of A.A. Sites Ltd... writes 

Ernie” Leicester was certainly 
one of the most knowledgeable 
men the outdoor advertising 
industry has produced. He knew 
and was known. by almf®st every 
man in the billnosting business 


and had a most uncanny know- 
ledge of sites throughout the 
whole country. 

“While of the old school, and 
preferring to use the term “bill- 
posting” rather than “poster 
advertising” he was, nevertheless, 
prompt in supporting those firms 
who adopted new methods in the 
endeavour to bring billposting up 
to a higher plane, and was indeed 
proud of the improvements 
which had been made in the 
industry since his carlier years 

“Always a keen ‘buyer’ he 
was, nevertheless, held in great 
affection by the billposting in- 
dustry.” 


Mr. William Harold Salmon, 
for 35 years a member of the 
staff of The Times, and editor of 
The Times Weekly Edition from 
1938 until his retirement in 1948, 
died on Wednesday of last week 


A former editor of the Nortting- 
ham Guardian, Mr Francis 
Henry Bacon, has died, follow- 
ing an Operation, at the age of 80 


Mr. George V. Ormsby. since 
1927 chief of the London bureau 
of the Wall Street Journal, has 
died 


POSTPONED! 


An advertising campaign for a 
product used chiefly in new 
houses was tentatively planned to 
start shortly after the general 
election. It is understood that 
this campaign has now been post- 
poned until after the next 
election 


Legal and Gazette 


Charity Ads. 
Warning 


Shen! William Garrett, at Edinburgh 
Vherif? Court on March 1, dealt with 
cases-the first of the kind to be 

in Edinbureh mmerning the dit 
advertisements for local charitics 


pleaded guilty to having 

displayed advertisements in Mussciburgh 

without the onsem of the local plan 
fing authority of the Secretary of 
comrary to the Town and Country 
Advertisements) 
ons 1948 and of the 
Planning (Scotland) 

who admonished the 

the prosecutions had 

wier to bring the regu 

would-De adver 

liable to a fine 


in respect of cach offence 


New Companies 


Sidney Marton Ltd, ©) Mount 

Wil Consultants and organivers. public 

relations 5 and pulvicity 
it £100) Directors 

s tr ' R BL. Wiha 

Tompson Tarryer and Jennifer M 

thw 


Street 


Paerevers tf td.. 


* 4 High Strect 
Colchester 


Manufacturers of and dealers 


in printing Mocks Nominal capital: 1100 
Permanent directors: A. B. Quick and 
Hw OW 

7. Ms 
Bishopsgate 
tising agents 
Directors: ¥ 

a 


Nomi nal 
Clark and 


Bournemouth 

f a general and com 

photographer carned on by 

L Steggall at Bournemouth. as 

Bon uurnEM uth Camera Service Nomina 

a” £1.2%0 Permanem directors 
H a Steggalli and G. Barclay 

(The above-mentioned partievlars of 

new companies recently registered are 

taken from the Daily Register compiled 

by Jordan and Sons, Lid, Company 

Registration Agents, 116 Ghancery Lane, 
London, W.0.2.) 


business 


WILLS 


Ma Dowotas CHARLES Eoomowr 
advertiving manager of Lillywhites Lid 
adv crusing department of 

i 2s. @d. gross 


W AL kee Dine 
Mansfield 


for 48 years 

Reporte lett 
4s. 4d. net 

Garce printer 

proprictor, late managing 
«& Linney Led left 


Sd grows, £31.94) 1s 


458 


LOCAL WEEKLIES WANTED! 


London and Home Counties papers 
publishing within 30 miles of Char 
ing Cross and having a motor ~ 
feature of at least } column 
invited to SEND devalte 
immediately to — 


ARTHUR KNIGHT CO. LTD. 
20 Blackfriars Lane - €E.C4 


JPOSTE RS — 


4@ SHOWCARDS 
Hondwritten or Sth Screened 


HELPS 


PUBLICITY 
. NEELO PARADE, WEMBLEY 
Tel : wen 3366 and 2939 
“ Publicity * Wi 


FOB WANTS: TWO 
EXPERIENCED MEN 


SENIOR VISUALISER 
AND LAYOUT MAN 


‘ 
Ess®NTIAL REQUIREMENTS : 
variety of 


Must have worked on a 
Must 
imagination, good taste, sound judgment. 


large national accounts. have 
Please address letters of inqury to the Art Director, 


outlining background and experience. 


SENIOR COPYWRITER 


EssENTIAL REQUIREMENTS : Must be a man of maturity 
with commonsense and wide experience on large nat- 
ional accounts. Must realise that any similarity between 
copywriting and literature is purely coincidental 

Pl. ase 


address letters of inquiry to the Copy Director, 


outlining background and experience. 


FOOTE, CONE & BELDING LTD. 


27 HILL STREET, W.1 
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March 9, 1950 ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT I )VERTISEMENTS. 


Aveflable only to applicant 

Seas ioe “a 0%) hs. 64. 

situation ts also extepeed . ADVERTISEMENT 
| DESIGNER 


cass genera ? " 
LETTERER) Excellent to 5 ° 7 
man. Write fully age pp Ad - . . WANTED 


salary requ ee : | | Thi wn rs the follow 
Box 736 Ad. Weekly 180 Pleet St BC4 APPOINTMENTS VACANT | = pm wa " 


ADVERTISING AGENCY JOURNALIST, for Publickty Department COMPOSTTORS wanted. LSC (1) Good salary and first-class 
« weekly and OT Nigt Rote 1c 
EXECUTIVE or cal. George Berndiee & Co cqpereaahy for the right 
MASTER'S LIMITED i mins age and cxperience to Personne! eadbndge House, Oecrkenwell) n 
Officer” Biamingham Co ~- operative PTTERING 
Advertising & Associated Services Society Lad. High Sereet. Birmingham, 4 ay agent —~ 4 Studio first (2) Chance to work on & 
SINGAPORE class Opportunity for a keen advertising variety of National and 
Written applications are invited from YOUNG LETTERING ARTIST bon 566 ad. W @ F Ss BCS small accounts 
experienced Advertising Accounts Ex- with flair for picture display work - if. Wests 1 = = - 
ecutives for appointment to the senior wat te Snoten Che ud The following assets are essen- 
executive staff of this old-established —— = ae ere | | tial ’ 
European Advertising Agency in Must have completed National Service. ARTHUR S DIXON 
Singapore. Only men with sound, Details of experience, age and salary ° | | (1) Recent experience in a 
practical all-round experience in con- red to don 
tacting, servicing and administerin, vo Box 810 Limited leading ~¥ Agency o 
important National sccounts ond s 180 Se 8.04 ' commercial studio 
pamsoming orensuneed erentive abiliey Advertiser's Weakiy, 160 Fleet Se., 6. require immediately versatile | | | (2) Ability to produce visuals 
ment First-class return passage ASSISTANT ADVERTISEMENT MANA. based on a sound knowledge 
provided; 3 years’ contract Two G well-known = old- A R T i s - § of advertisement construc- 
weeks’ local leave annually and six = Publishing com tion 
months’ leave on full salary on renewin 
contract for further term of 3 years! ; 4 preferably with agency (3) Readiness to work with a 
service. Liberal salary and allowances experience | n ‘ 
according to qualifications and experi- — “sonhdence Weekly 180 Fleet St BCs keen team of enthusiasts. 
ence. Apply in first instance with full ; ; Write for your appointment 
details of personal history, names of Write giving age, experience xperience and 
accounts handled, previous employ- PHOTO ENGRAVING and salary required stating age, sxpe 
am Ce ARTIST WANTED ane mate 
EXPORT ADVERTISING SERVICE LTD. | | 229 HIGH HOLBORN, W.C.1 
’ . Studio Manager 
Roxburghe House, 273,287 Ragent Street Good experience retouch- SMITHS’ ADVERTISING AGENCY LTD 
Londen, W. ing machinery subjects. [100 Fleet Street, London, E.C.4 
Full particulars A on RGROUND of Pres work would 
INDON 5 4 } an advantage. Chief Photographer — 
aa Tuas ‘in. yA Bex 724 and Aircraft Manufacturers AGENCY EXECUTIVE WANTED, Ihe 
considered Write, stating Advertiser's Weekly, 180 Fleet St. £.C.4 Good equipment, studios and ® an opportunity of Aret-class propos 
experiende and salary required * 7 mafl already organised, An imeresting — for a ina who & ¢ ae 
r 1 well-paid job for a young man prepare’ nha time aedverining sccow ‘ 
run itinY Kaaaae ner Feet ~ 4 caryORsAL ASSISTANT cons for to tee “aon of ‘ AP ol warm bhava portance. and who is familar with the 
pg + ‘a " aout joo a tos => journal ‘ Varied Mostly publicity, but partly technical full range of Agency work Agoliconss 
i ge ee oe ee oe 
ar * sure know ther 24 euperieice | won 
sc., 60 Labour Monanee, Rubery Owes Invnunetest roabdence. 1s gxperience, stc.. | working hours in every day that are | Present powtion, age. salary expected 
“ « ‘ a my omer Gctals © mn 
& Co., Ltd, Dariastion, S. Staffs Hox 555 Ad. Weekly 180 Fleet St EC4 Box 832 Ad. Weekly 180 Pleet St BC4 § = Box a Ad. Weekly 180 Fee S BCs 


ee ae 


first class 


with a view and Improvers 
to Quality, | | SENIOR 


Service and Be temey - ACCOUNT EXECUTIVE 


Reliability— 


sweaty Mae Lambe & Robinson Ltd., need a front-rank man 
a large staff LAYOUT to control the advertising of several well known 
of specialists— national brands. Only men with real experience 
require a 6 class in the marketing and advertising of such brands 
only | need apply. 
number of Salary must, of course, depend upon the appli- 
Artists in STILL LIFE | cant’s experience and standing, but the Agency is 
various branches scroper board | prepared to pay for the best man it can find 
. | “g i S 
of Advertising ain ond etal eaeae -_ be in writing, please. Send 
: , , 
Art... wash 


only 


MANAGING {DIRECTOR 
CHAMBERLAIN STUDIOS LTD. LAMBE & ROBINSON LTD. 


2 LUODGATE HILL - LONDON £.¢.4 : 
Telephones : CENtro! 3570 & CENtral 1948 169 REGENT STREET - LONDON - W l 
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ADVERTISER'S WEEKLY 400) Maarcu 9, 1950 


CLASSIFIED ADVERTISEMENTS 
STRONACHS 


FIG UR 7 | EXHIBITION AND DISPLAY CON 
TRACTORS, — cwablished have an immediate vacancy i 
Bombay for a senior ame 


require Sales Director c 
personal = record Must H | 
A RTIST adminswation and organiaung ii 6 x P E R I E N Cc E D eg to ' 
od in Advertising © prime essential is integrity, 
THE 5.1. GARLAND ADVERTISING me teauired and. exper LAYOUT MAN and possession of a record in 
SERVICE LTD. agencies which conclusively 
Box 824 Ad. Weekly 180 Pleet St EC4 Well-known London proves ability to efficiently 
has a vacancy for a Periodical Publishing House service a longish list of im- 


i has vacancy in Publicity portant accounts 
man experienced R E T °o U Cc H ERS Dept. for young creative Demonstrated capacity as an 


administrator would lead to 
in Agency REQUIRED layout man. Fully qualified early advancement to director 
Studio Work Vacancies exist for Process | | to originate quick slick | | status. Rs. 2,500 a month would 
1 | Arctees whe can meke first visuals and presentation | | be a fair initial salary for the 
layouts for national press high-calibre man we want. 
if you are under forty, and have 
the stipulated qualifications and 
graphs in a constant variety experience, write now in confi- 
ART DIRECTOR of form. This work will hold graphy essential. Permanent dence to the 


mia eceue. neat special appeal to those inter- job in ideal conditions London Director 
" | Write giving full details, L. A. STRONACH & CO (INDIA) LTD 
Telephone : GROsvenor 3233 ested in mechanical subjects. 
Situation permanent with salary age and salary required to (28 Sweat, & » ELA 


PERIODICAL = PUBLISHERS = requ: in accordance with capability. OLD-ESTABLISHED West End Com 
y | Box 614 
young ammtian for saics promo } : pany specialamg in displays, cut-outs 
won ‘ own Five day week Bonus and Advertiser's Weekly, 180 Fleet St., 6.0.4 showearés. etc.. vequise & gac@em 
t - ; 
sport. Applicalons “ae. salary | | Superannuation Schemes. Call, sounderse. bo AC, 49602. 
required and other details wo + salar commission and Samson Clark. 57.61 Mortimer Street 
Hox 81} Ad. Weekly 180 Fleet St BC4 Write or Phone Micred to adver 7 mt space wi 
WANTED. Young male assistant | een , ey — ~ ¢ INTELLIGENT fcmaie junior required in 
Ednor Managcr -_ — comah mes ore GUCHRIST STUDIOS LTD abil ~y mut Great Phone . Publicity Office of well-known ~~" 
arcesive nathonal wade journal 329 High Holborn, W.C.! w appo.atmeet educated’ and” keen on a. publicity 
or cov y a r rac . wars educate c o 
paper publishing o Telephone: Holborn 048i MARKET RESEARCH. Laree London career Write giving full details 
Opportunities ‘ . Agency requires experienced Research stating salary required, to 
p and salary required Fish riers man to a My this coma 7 Box 509 Ad Weekly 180 Pleet St BC4 
Review. Leeds activities ¢ should be under 40 o 
YOUNG 1 BY « = FIRST LASS 5 avoS ARTIST t should bave had agency waining in a 
. » Saed 16-15. required in « « Sut ogucs Jers id riet of ips ations ork, H 
Production Department of well-known GEES NS CS NSCS CSS. Ie 


Anbenon be d t© plan the require 
w t End Agen ‘ am forward v1 r ivantagc manency will be cxupecte 
yr ; to i—* rp lec ¥ ~ = 9 ; s on ~- 8 ments, © prepare final f A 
intetligent ~_~ ~— -_ recommendations, but 


Commencing sa'ary week Hopwood retuctamt te make wn 
Box 426 Ad Weekly 18) Plee: St BC4 Street. Manchester. 2? becking and proving e wil be we 
ee FIRST CLASS 
v ‘ f 
‘ j d. Weekly 180 Pieet St EC 4 
a te DEPARTMENTAL MANA 
« =n can pen to t har@e « 


Srchure cation" gran adver Studio 
PRITCHARD, WOOD || 2°=ss 
. Ronis inst cot Executive 
want a top-flight Serie swan tee ris eee 
no ragimey mean REQUIRED 


young advertising men, well-versed in 


Agency routine, and willing to work 

hard Post offers exceptionally good to assist in the general 

prospects Write in confidence, ’ th 
i e 


stating experience, age, etc., to administration in 


Proprietor, Eastern Counties Studio of an important 

A ’ 
00, Beddow Reed, Chalmtord. London Publishing 
. J | House. The position is for 
He must have had experience in EXPERIENCED sub -cditor ‘tor news | | 4 nractical artist not over 


mMagasine covering 
eee intuatty — 35 who aspires to taking 
| di P H ill b and layou Must be f cu . 

eading agencies. e wi e Shorthand necessary, State salary an active part in control 


required 


; Box 823 Ad. Weekly 180 Fleet Sx ECs | | and management. Ex- 

required to take over art Bet dey f tech aa perience in buying art 

maue and print producti hit work, handling and 

direction of a number of national Vantage, Write sauing expertcn briefing artists essential. 

on rst n Hafield Write, giving age, experi- 

accounts. COPY WarTER “AND EAS WAN Oh ence; qualifications and 
OMAN i for profesmonal and salary required to: 


gp by Food Manufac- 
internatienal repute—age not 


rf J a 4 
Practical experience ewential BOX G 950 
agency 


experience dewuraNc 


Write giving brief outline class line drawings and who are 


of experience to | | capable of retouching photo- | | campaigns, posters, folders, 
etc. Knowledge of typo- 


Apply in confidence to —. S. DOWDALL person M ~ gh ~~ By c/o Streets, 110 Old 


Orgaanation Salary paid 


FC. PRITCHARD, WOOD & PARTNERS nd Qualifications. Pension scheme Broad Street, E.C.2 


- ih iellladeg ox 18 Ad Weekly 180 Fleet St ECS PRODUCTION DEPARTMENT. Youngs 
YOUNG LADY for advertising cepan man required by Advertising Agency to 
25 SAVILE ROW, W.! REGENT 7080 mem of National Advertisers Tone assist Block Order Clerk on Production 
ivertising work an accounts. Opportunity 
ence and youngster quick at —. 
duction experience 
to W. H, Butler a Baker & Co 
Ltd., 27 ‘Chancery 
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Marcu 9, 1950 


wastem. a ‘(age 
th moO service ¢ onan ~— 
tisine department in | fon 
weekly trade newspape 
tsing cxpenence an advaniage 
Applications in fire 


21-24 
for adver 


nstance 


Ad Weekly 180 Plee St BC4 


COUNTY BOROUGH OF 
GREAT YARMOUTH 


DIRECTOR OF ENTERTAINMENTS 


AND PUBLICITY 
APPLICATIONS are 


qualified 


invited from surt- 
persons for the whole- 

> ector of 
ty to the 
mata salary 


The person app 
to supervise the 
tainments 


Previous Local Gover 


will be an advantage a 


Application forms and further details 
regarding the appointmenc and the 
duties thereof can be obtained from 
the under-signed 


marked Director of Entertainments 
and Publicity “") stating age, qualifica- 
tions, experrence, particulars of present 
and previous employment 
pamied by copies 
recent testimonials 
under-signed not 
ist Apri, 1950 


Applications (in sealed envelope 
r 


accom. 
than three 
must reach the 
later thar 


{ not more 


Saturday, 


FARRA CONWAY 
Town Clerk 
Town Poll, 
Great Yarmouth, 
4th Morch, 1950, 


ba 
fo omme 
weit: os for i n 
Lid MUScum 8434 
LETTERING ARTIST 
expericme, good condi 
five-day we 
pecimenms ad 
wii 


are a really outstanding 


STILL LIFE 
ARTIST 


of wide experience, able to 


iMustrate any subject in any 

technique tothe highest standard, 

then an opportunity awaits you 
in our Organisation. 


Write or ‘phone for an appointment 


STUDIO IRWIN LIMITED 
118 Chancery Lane, W.C.2 
Telephone: CITY 217! 


WOMAN 
ASSISTANT 
ADVERTISING MANAGER 


wanted immediately by 
established Company 
feminine market 


old- 
selling to 
Relevant exper- 
ence and ambition equally essential 
Age bracket 25-35. Qualifications by 
letter selected candidates will 
be interviewed All applications 
dealt with confidentially 


Box 73! 
Advertiser's Weekly, 160 Fleet Sc., £04 


— ANT 


Puobieuy 
Manufactu 


experience and 
84 Ad Week 


EXPERIENCED 
SALESMAN 


Good 
personality capable of earn- 
ing 


appearance and 


four-figure rf 


Be eae 


COCUNEEATEMG | CLASSIFIED ADVERTISEMENTS 


COMMERC TAL PHOTOGRAPHER seck: 
’ “ mui<aass sludp dcamng 

ol fepresentative wi 

capereace and abilty to secure bu 

Box 2 Bry anstoo 
London, Wi 
YOUNG MAN (27) sccks & postion in 
ad) crtaung Suecyeeg course, printing 

caperiene 

Box &21 Ad. Weekly 180 Plect St BCs 
PUBLICITY MANAGER to important 
cngipecring group secks Loadoa 
ADDU nLMent Proufc writer Salary 
x 


Box 4 Ad. Weekly 10 
YOUNG MAN (2). seeks 

sain capernence gvod 

general design 

Box 825 Ad. Weekly 180 Fleet St BCs 
SHORTHAND - TYPIST. Private 


Pieet St BC4 
siiuation to 
figure work and 


contact 
Wont 

tene: y 

in efficient personne! 

femaic) secks 

and more 


special ime 
ARTIst 
usiralive 
demure 
Box 831 Ad 
= ATIVE 


change 
creative 
Weekly 
ae KE 
Newspapers 3 
Pierce, 30 


180 Fle 
R 


Acnsing: 


YOUNG MAN, some agency 
socks POSt a8 junior copywriter 
Box 846 Ad. Weekly 180 Fleet St 


ecapernence 


bos 


IDEAS AND COPY--for the specialine! 
accoum that needs hard thougit of the 
Stale Ones that need fresh ideas 
Reasonable charges for a « ~w theme 
Mrong COPY, practical roug 


Box 324 Ad Weekly 180 hie et St Boa 


ation. Must have orderly 
mind for detail and proof of 
selling record in top-grade 
DISPLAY & EXHIBITION 


field. 


Full details in confidence to 
Leon Goodman Displays Ltd., 
119-125 Whitfield Street, W./ 


ig gh da! = LAYOUT MAN re ag 
Prestige peop in nd 

an do qu k 

» copy 

oneumer 

taung 


H 
writne 


DUDLEY TURNER 
& VINCENT LTD 


Regutered Practitioners in Advertising 
require experienced 
Lettering Artist 
for high-class studio 


Applications in 


work. Knowledge of 
Typography essential 


Phone Studio Manager For Appointment 
TEMPLE BAR 6214 


REPRE. 


OUTDOOR ADVERTISING 
NTAT n London 


TVES required 
lan I 


expenence c 
week, plus good coo 

expenses Write, stating age 
experience to 
Box 820 Ad 


mmencing 
and ful 


Weekly 180 Flee: St BC4 


TUDOR ART AGENCY LID. 
wish to represent good 
ILLUSTRATIVE, FIGURE AND 
CHILDREN’S ARTISTS 
free lance basis only 


Phone HOL 6641 =I Furnival St., E.C4 


EXPERT FIGURE RETOUCHING by 
am " er and black and 
reprextuct 
745 Ad Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


—= -———_— 

PRINTERS in the NW 
afe open two undertake 
a weekly 


London area 
the printings of 
journa up to 48pp and up 
to about 15,000 pies Pubiahers 
wishing © place such a tract apply 
Box 816 Ad. Weekly 180 Flee: St BCS 


SHOW CAPDS, CUT-OUTS, 


Book Jackets, Advertising Folders. 
a. by photodnbo or letterpress 
(own photo-4itho process plant) 

CARILLON PRESS LTD. 
Cotour Primer. Bournemouth 
clephone: Boscombe 36835 
Loadon Office: 147 Victona St, SW 
Phone ViCtoria 0665/4 


Fine 


FOR DISPOSAL. London 
Agency wishes te relinquish thew 
meres in a considerable number 

wmmonwealth Spccialmed jx 


Advertix 


nes 


approximately 
records 
promo 

offer 


Pieet St EC4 


’ sdes 
specimen « 
Firs rf 


orders pes 


asonabie 


Weekly 18 


PARTNERSHIP WANTED 
Experienced advertising mar 
rtnership where his realistic 
f advertising and sales pr 

og Can sserst in 6 ding bu 

and reputation for a small Agency or 

consultancy service. Moderate Capital 

Box 615 
Advertiser's Weekly, 100 Fleet Sc. £.C.4 


seeks 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


TO SMALL AGENCY OWNERS. 
’ Have you 


to 


place’ The advertiser & & competent 
emergctic man with many years’ capert 
in cHeem offe management, 
contact, and has « sound keow- 
techtical and productions 
routine Would uncoe 
take tu respons bility 


180 Pleer St BCS 


€ 
ditionalty 
Contact 


Box 512 Ad. Weekly 


A PUBLISHING HOUSE 


is in the market to purchase 
either outright or con- 
trolling interests in a 
financially sound Trade 
Journal The Publication 
must have real reader 
interest plus the goodwill 
of Advertising Agencies 
Particulars in strict con- 
fidence to 


Box 630 
Advertiver’s Weekly, 180 Fleet St., £.C.4 


TEAM avasdatée undertake commisnons 
tor re advertisements, show cards 
»* jackets, folders, brochures, package 
surface design), stationery ~~ ~mpt 
cficiemt service. Reasonable fee 


Box 746 Ad. Weekly 180 Piece Si pca 


PHOTOGRAPHIC 
ENLARGEMENTS 
FOR THE B.I.F. 


PHOTOWORK LTD. 
AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


25,000 CAMP BADGES WANTED 
We require 25,000 Campers Badges for 
the forthcoming Season, and will be 
pleased to quotations and 
suggestions from manufacturers 


SQUIRES GATE (BLACKPOO.) HOLIDAY 
CAMP LTD 
Clifton Drive North, Lytham St. Annes 


ACCOMMODATI 


ADEArIE, WC?) bac 
of small furnished office equipped with 
telephone, wall dip ay aac 

Of typist (secretary, wo 
week allan Adjacem 
occupied by commercial 
colour printer and a publmhing company 
in fact an ideal environment for «& 
"e-man advertising agent with duplay 
and printing connections W rite 
Box 395 Ad Weekly 180 Fleet St 

SMALL, ROOM and of space 
available for free-lance artists 
tional facilities at moderate rental 
Hox 836 Ad. Weekly 180 Pleet St BC4 


receive 


waive facilites 


ms 


SPECIAL ANNOUNCEMENT 


See February 19 issue of Adver- 
tiser’s Weekly pages 300 and 30! 
for the Advertising Services & 
Supplies Section. March 16 
will be the next issue containing 
these services. 


(Continued on page 458) 
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ADVERTISER'S WEEKLY 


Tuurspay, Marcu 9, 1950 


D. a copy 
40/- a year 
Post free 
(45 /-overseas) 


| BECAUSE | 5,000,000 people see Younger Budget 
Films in nearly 1,200 cinemas through- 


out the country every week. 


} BECAUSE. the campaigns run as planned, with 

clockwork regularity. 

| BECAUSE | the cost of this national campaign can 
be as low as 2s. per thousand viewers. 


Because those 5,000,000 viewers sit relaxed, absorbed by 
the unfolding tale on the screen. There are no distractions, and 
that means extra pulling power. No competitive products in 
the same film — just absolute concentration on one brand while 
its story is brought vividly to life in motion pictures. 

And not least, because Younger Budget Films have been 
giving solid service for more than 24 years. Youngers’ long 
experience of selecting cinemas and their knowledge of making 
effective films are at your disposal. 


COLOUR Too Live model and cartoon colour films 


are a well-established Younger Service. These first-class colour 

films cost no more to exhibit than black and white films. 
The full facts about Younger Budget Films are 

given in an illustrated booklet “ Extra Pulling Power.” 

A copy will be sent on request. Ask to see the latest 


YOUNGER 
BUDGET FILMS 


A. H. McISAAC, DIRECTOR OF NATIONAL SALES, 


YOUNGER PUBLICITY SERVICE, LIMITED, 
28 ALBEMARLE STREET - LONDON - W.I ~ (REGent 6593) 


STOP PRESS 


“GRAPHIC” ISSUE FOR 
FRENCH PRESIDENT 


¥estersoz (Wednesday) 
“Daily Graphic” produced 
16-page “French” issue, with 20 
picures captioned in French, 
‘ leader im that language. 
Special arrangements made to 
distribute paper in main French 
centres. 


French President greeted (in 
London evenings) with “ . 
Buvons a la sante du President. 
Débouchong une bouteille de 
Dubonnet!” Agents: Graham & 
Gillies Ltd. 


GROUP SELLING IN U.S. 
URGED 


A selling effort that could in- 
clude advertis and warehous- 
-s could usefully be adopted by 

roups of non - competitive 
British firms offering their goods 
in the U.S. 

This opinion was expressed 
by Gilbert H. Carr. vice-chair- 
man, American Chamber of 
Commerce in London, and 
chairman, LS.M_A., at LS.MLA. 
luncheon Hy 4 He was de- 
livering a talk prepared by Mr. 
Wallace B. Phillips. president 
of the American Chamber of 
Commerce, prevented by illness 
from attending. 

x manufacturers failed 

= ly goods in sufficient 

ties - justify window and 

quantile ys and local news- 
paper we on men 


L.1.P.A. NEW MEMBERS 


LLP.A. have admitted § as 
registered members A. N. 
Holden & Co. Lid. Birming- 
ham; and H. E. Boulter Pub- 
licity Ltd. Sheffield. T. Booth 
Waddicor & Partners Ltd. 
London, become incorporated 
members. 


First edition of “Boys World.” 
-_— by Sport-in-Print Ltd.. 
ar exceeded estimates, over 


100,000 copies being dispatched 


eg Newcombe Shiclte, 
pu ity manager, Esson 
or & Co.), of Bradford, has 


new Velvet 


| Mn merchiete in selected 
ve and 


women's journ w | 
Mirror” begins March 


| Agents: Greenly’s Ltd. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, EC4. 
March 9, | Press 


, 1950. Printed in England by Staples Limited at their Great Titchfield Street, London, 


(Phone : Chancery 6844) 
establishment. 
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